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Consumer attitudes toward corporate sponsorship, brand image, and purchase
intentions in Taiwanese baseball fans

By Cheng-Che Chiang
February, 2006
Abstract

Corporate sponsorship expenditures in sports and other events is one of the fastest
growing forms of marketing communications, which has grown at a faster pace than
traditional media advertising and sales promotion. However, there has not been a great
deal of research in this area. In Taiwan, sponsorship has not been forthcoming as a major
marketing communication tool and further has not gained much attention for academic
research. This research is an investigation of event attendees' response to sponsorship
marketing and the sponsor's brand image as well as the purchase intention by participants
at an athletic event in Tainan, Taiwan.
A sample of 235 baseball audience respondents in Tainan Taiwan completed a
questionnaire. Upon exiting an athletic event, that was sponsored by a major food
company in Taiwan. Results of hypothesis testing indicated that event attendees' attitude
toward the sponsor had a significant impact on the sponsor's brand image. Additionally,
sponsor-event fit was found to have a similar impact on sponsor's brand image. Event
attendees' attitude toward the sponsor and their perceptions of sponsor-event fit were
found to have a significant impact on their purchase intention. Finally, the effect of the
sponsor's brand image had a major impact with regard to respondents purchase intention.
Findings from this study support prior sponsorship studies, that found consumers'
attitude toward the sponsor, sponsor-event congruence and sponsor's image were key
factors in generating a favorable response from attendees due to the fact that the athletic

event was a sponsored event. Additionally, a model of consumer responses to.sponsorship
was developed for the purpose of this study.
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CHAPTER 1
INTRODUCTION TO THE STUDY
Introduction and Background

In today's business, corporate sponsorship plays an important role in marketing
activities. One reason for creating a better understanding of sponsorship is that, although
more companies are using this indirect inducement technique, it seems that not all
companies use sponsorship in an effective way (Crimmins & Horn, 1996). Traditional
marketing communications vehicles such as advertising and sales promotion present the
challenge of approaching segmented consumers in the market (Meenaghan, 1998).
Sponsorship is viewed as a supplemental communication tool to avoid media clutter,
enable sponsors to identify the company being sponsored, and target well-defined
audiences in terms of demographics and different lifestyles (Roy & Cornwell, 2003).
Corporate sponsorship expenditures in sports and other events is one of the fastest
growing forms of marketing communication, and has grown at a faster pace than
traditional media advertising and sales promotion (Meenaghan, 1998). According to
I

International Events Group (IEG) 2002, corporate spending on sponsorship grew 14% in
2000 compared with 10% growth for advertising and 6% growth for sales promotion. In.
North America, corporate sponsorship has grown from less than $1 billion in 1985 to an
estimated $9.5 billion spent in 2001, and worldwide spending on sponsorship was $24.4
billion in the same year. Most sponsorship events are in the field of sports, with an
estimated 69% of all sponsorship revenues directed to athletic events.

.

Nicholls and Roslow (1999) noted that athletic events are viewed withenthusiasm,
excitement, and enjoyment. Thus, when consumers are presented with favorable

,

promotions they are likely to be receptive to the corporate message: Further, sports
sponsorship provides consumers the opportunity to attend or view athletic events and
associate with commercially driven phenomena such as sports heroes (Quester & .
Thompson, 2001). Carrigan and Carrigan (1997) concluded that athletic events are
popular 'sponsorship tools because they offer the potential for greal publicity.
However, as popular as such sponsorship is, it is remarkable that with such growth, there
I

has been limited academic study. As Cornwell and Maignan (1998) noted, sponsorship
research to date has not used any specific theoretical framework that could direct
investigations of consumers' response to sponsorships.
Literature attempted to establish the role of sponsorship in marketing
communications (Meenaghan, 1991; 1993) and sponsorship management practices, such
as the motivation, choices, and decision making of event sponsorships (Crowley, 1991;
Shanklin & Kuzma, 1992). Recent research on sponsorship has focused on evaluating the
effects of sponsorship in terms of a standard sponsor's recall and consumer behavior
(Crimmins & Horn, 1996; Gwinner, 1997; Johar & Pham, 1999; McDaniel, 1999; Quester,
1997; Roy & Cornwell, 2004; Speed & Thompson, 2000). Although researchers have
started to use various theoretical approaches for explaining how consumers respond to

sponsorship messages, there has not been a great deal of sponsorship research performed
on consumers who respond to brand equity and purchase intention via sponsorship events.
In Taiwan, sponsorship has not been forthcoming as the major communicational
tool for marketing activities to reach various market segments. It still does not gain much
attention in the field of academic study. This research project will investigate sponsorship

marketing and brand image as well as purchase intention by participants at an athletic
event.
Purpose of the Study
Despite event sponsorship by corporations as a vehicle of marketing
communications, there has been limited empirical research on how consumers respond to
marketing activities with regard to event sponsorship. While research has been conducted
on event sponsorship, a large amount of research has concentrated on the profiling of
management practices and the problems related to evaluating sponsorship effectiveness
(Meenaghan, 2001). The purpose of this study was to empirically examine consumers'
attitudes with regard to sponsorship by a beverage company as part of their attendance at a
sporting event, and their attitudes toward the sponsor, the event and the sponsor-event
congruence on brand image, then subsequently on their purchase intention. More
specifically, the purpose of this study was to explore the relationships among consumers'
attitudes toward the sponsorship event, sponsor's brand image, and their purchase
intention.
Definitions of Terms

Purchase Intention
Purchase intention is the probability of the consumer's intention to buy a product or
a service (Rodgers, 2004). In this study, purchase intention is measured by Rodger's
(2004) instrument (see Appendix C).

Consumers' Perceptions of Sponsor-Everat Fit
Consumers' perceptions of sponsor-event fit is defined as consumers' attitude
toward the pairing of event and the sponsor, and the degree to which the pairing is

perceived as well matched or a good fit, without any restriction on the basis used to
establish fit (Speed & Thompson, 2000). In this study, consumers' perceptions of the
sponsor-event fit is measured by Speed and Thompson's (2000) instrument (see Appendix
C).
Consumers' Attitudes Toward the Sponsor

Consumers' attitudes toward the sponsor is defined as consumers' overall attitude
toward the sponsor, consumers' perceived sincerity of the sponsor, and consumers'
perceived ubiquity of the sponsor (Speed & Thompson, 2000). In this study, consumers'
attitudes toward the sponsor is measured by Speed and Thompson's (2000) instrument (see
Appendix C).
Brand Image

Brand image is defined as "perceptions about a brand as reflected by the brand
associations held in memory" (Keller, 1993, p. 3). In this study, brand image is measured
by Aaker (1996b) instrument (see Appendix C).
Justification of the Study

The present study explored a modified version of Speed and Thompson's (2000)
model of a consumer's evaluation of a sponsorship event, brand image, and purchase
intention linkages. The model account for the influence of the sport sponsorship event,
brand image, purchase intention, and provides insights into how corporate sponsorship
works and brand-oriented strategies may be effective as a marketing activity. These
studies were conducted from the company's perspective. However, according to
Crimrnins and Horn (1996), an emphasis on the company's perspective is short-sighted;
research on consumers' reaction is needed. This study attempted to apply the concepts of

previous research findings on business-to-consumer relationships from the consumer's
perspective to explore the sales effects of corporate sponsorship.
Delimitations and Scope

The research area chosen is Tainan, a city in Taiwan which is the location of a
professional baseball team that has strong sponsorship from Uni-President Enterprises
Corp., which are both well known in Taiwan. In this study the respondents should have
prior recognition with regard to the sports team and its sponsor. And leaving Tainan
Baseball Stadium, Taiwan, after attending a baseball game played by the Uni-President
Lion team, which was one team in the Chinese Professional Baseball League.
This present study examined the relationship between one sport sponsorship event
and one sponsoring brand. The sponsoring brand is Uni-President, which is owned and
operated by Uni-President Enterprise Corporation. Uni-President Enterprises Corporation.
is the largest food manufacturer and retailer in Taiwan and was founded in Tainan in 1967.
From its beginnings in flour manufacturing, Uni-President Enterprises Corporation. has
gradually expanded into a comprehensive consumer food business that manufactures and
sells animal feed, edible oils, instant noodles, beverages, and dairy products. In recent
years, the company has grown into a corporation with businesses that include food,
distribution, retail, finance, ,trade, leasing, securities, insurance, medicine, construction,
electronic, biotechnology, and leisure businesses throughout the United States, Canada,
Mainland China and Southeast Asia. Its most famous products include tea, coffee, milk,
juice, spring water, instant noodles, and chilled foods. Uni-President also partners with
many well-known foreign corporations and businesses using their brand names in Taiwan,

such as Seven-Eleven stores, Starbucks, Carrefour, and Kikkoman (Uni-President
Enterprise Corporation., 2005).
Unlike print advertising, which describes the product or service being offered,
sponsorship messages rely on consumers' prior knowledge of the sponsor and its product
to be effective. The consumer can then associate what he or she knows about the product
with the corporate brand and value structure, which will enhance subsequent brand recall.
The likelihood of consumers perceiving a particular brand as being a sponsor of a sporting
event is influenced by the equity of the sponsoring brand that is the consumer's familiarity
with that brand. Familiarity with a particular brand comes from the amount of exposure
that a consumer has had to the brand, much of which comes from marketing
communications messages such as advertising. Previous exposure to and experience with
a brand develops brand associations (Keller, 1998). Brands that have developed favorable
associations and strong brand recognition differ greatly from lesser brands in that
consumers hold a greater number of positive associations for brands with positive equity
(Cobb-Walgren, Ruble & Donthu,1995).
Organization of the Study

In this study, Chapter 1 provides an overview of the study. It includes introduction
and background to the study, the purpose of the study, the definition of terms, justification
of the study, and delimitation. The literature review in Chapter 2 is presented in three
research areas of marketing literature from which this study draw: corporate sponsorship,
consumers' perceptions of sponsorship, and brand image. In this chapter, a theoretical
framework is also presented that illustrates how consumers response a corporate
sponsorship. Specific research hypotheses are developed based on the relationship

developed in the theoretical framework. The research methodology for this study B
outlined in Chapter 3. The research design used to examine the study's hypotheses is
discussed as well as details about data collection, population, sampling, and the measures
used to test the hypotheses. A description of the data analysis and results of hypothesis
testing are contained in Chapter 4. Finally, an interpretation of the findings, practical
implications, limitations of the study, and directions for hture research are given in
Chapter 5.

CHAPTER 2
LITERATURE REVIEW, THORETICAL FRAMEWORK, AND RESEARCH
HYPOTHESES
Introduction

Traditional communication vehicles such as advertising and sales promotion were
faced with the challenges of reaching increasingly fragmented consumer markets and
cutting through an overload of messages aimed at consumers (Meenaghan, 1998).
Sponsorship is viewed as a means of avoiding this clutter by enabling sponsors to identify
and target well-defined audiences in terms of demographics and lifestyles. Linking a brand
with an event via sponsorship enables firms to gain consumer's attention and interest by
associating with events that are important to them (Gwinner, 1997; Meenaghan, 1998; Roy
& Cornwell, 2003).

The sponsorship industry has made a significant improvement over its relatively
brief history (Meenaghan, 1998). Today, it is very difficult to find any public event that is
not sponsored in some way or another (Kover, 2001). One reason to create a better
understanding of sponsorship is the realization that more and more companies are using
this indirect inducement technique, but it seems that not all companies are using
sponsorship effectively (Crimmins & Horn, 1996).
Sponsorship may vary in terms of (a) the character of the sponsored property (e.g.,
sports, causes or arts); (b) the scope of its appeal (e.g., local, national and international); (c)
its term (e.g., day, week, or whole season); (d) media coverage (live or delayed, radio or

TV); (e) the number of involved sponsors and level of financial provision for sponsors
(e.g., title sponsor or official supplier); and ( f ) opportunities for event signage, as well as

product tie-ins (Crimmins & Horn, 1996; Gwinner, 1997; Meenaghan, 1991). Traditional
'

advertising media are seen as directly influencing consumer perceptions, whereas
sponsorship is often seen as indirectly influencing consumers' perceptions of the brand.
Although there are certain differences between advertising and sponsorship, several forms

.'

.

.

of communicationalf%nctionsmay be similar enough to apply to consumer-oriented
objectives such as brand building and purchase intention (Crimmins & Horn, 1996).
Meenaghan (1983) defined corporate sponsorship as "the provision of assistance

.

-

either financial or through activity by a commercial organization for the purpose of
achieving commercial (i.e., marketing) objectives" (p. 8). This defined goal of corporate
sponsorship remained unclear and did not admit for non-commercial sponsorships
(Cornwell & Maignan, 1998). Gardner and Scuman (1988) provided a clear interpretation
of the goal of sponsorship as the investment in causes or events to support corporate
objectives, such as enhancing corporate image or increasing brand awareness and
marketing objectives (p. 44). In 1988, Knecht and Stoelinga defined sponsorship as "an
activity in which a sponsoring organization supports: (1) an association or person for the
presentation of artistic, athletic or similar performances of interest to the general public;
and, (2) organizers of a sporting or cultural event in exchange for mention of its brand"
name (as cited in Dolphin, 2003, p. 177). From a macro perspective, sponsorship is
defined as "the provision of assistance either financial or in-kind to an activity by a
commercial organization for the purpose of achieving commercial objectives (Meenaghan,

. p. 9). Thwaites (1994) also described corporate sponsorship as a kind of business
transaction. Similarly, Quester and Thompson (2001) viewed corporate sponsorship as an

. . economic-based partnership and not a donation activity. Cornwell (1995) defined

sponsorship-linked marketing as "the orchestration and implementation of marketing
activities for the purpose of building and communicating an association (link) to a
sponsorship" (p. 15). The International Event Group (IEG), one of the leading sources of
sponsorship tracking, in 2001 defined sponsorship as "a cash and lor in-kind fee paid to a
property (typically a sports, entertainment, non-profit event or organization) in return for
access to the exploitable commercial potential associated with that property"( Roy &
Cornwell, 2003, p. 3). The IEG definition of sponsorship is current and has applicability as
a widely accepted definition to both academic and practitioner discussions of sponsorship
(Roy & Comwell, 2003).
Since the 1984 Los Angeles Olympic Games, corporate sponsorship has obtained
much attention among marketers as effective brand building tools such as altering public
perception of the brand or increasing public awareness of a brand and company, and it has
become an increasingly perceptible characteristic part of the marketing mix (Tripodi,
2001). Many industries now seem to use corporate sponsorship as an important element of
their corporate marketing strategies (Witcher, 1991). Corporate sponsorship, which can be
very costly, must compete with other elements of companies' marketing mixes for h d i n g
(Javalgi, Traylor, Cross & Lampman, 1994).
Over the past two decades, corporate sponsorship has been used as a marketing tool
in order to achieve some commercial benefits. However, corporate sponsorship remains
"without an integrated and coherent body of empirical research" (Dolphin, 2003, p. 180).
Meenaghan (1991) suggested that sponsorship messages are more difficult to guide than
other parts of the communication mix. Munson (2001) noted that obtaining a favorable
outcome from sponsorship may be unpredictable. Comwell, Pruitt and Ness (2001)

commented that, despite the increased utilization of sponsorship, there has been little
research on the evaluation of sponsorships' effectiveness. This situation is altering,
however, as marketers express a growing desire to justify their investment in sponsorship.
Thus, research is required to establish clear objectives for sponsorship and to determine its
effectiveness (Javalgi et al., 1994; Olkkonen, Tikkanen & Alajoutsijarvi, 2000; Thwaites,
1995).
Literature Review

Sponsorship
Sponsorship's Characteristics and Objectives

Existing literature has pointed out that sponsorship is different from advertising
(Hoek, Gendall, Jeffcoat & Orsman, 1997; Meenaghan, 1991,2001; Stipp, 1998). One
prime factor of difference between sponsorship and advertising is the existence of goodwill
(Meenaghan, 1991; McDonald, 1991). Goodwill is the appreciation of individuals who
recognize the benefits of sponsorship activities with which they are involved (Meenaghan,
1991). Meenaghan (2001) presented a comprehensive model reflecting the various tenets
and themes of sponsorship effects, such as consumers' perceptions of goodwill, the process
of image transfer, and fan involvement. Meenaghan (2001) made a comparison of benefits
between sponsorship and advertising from consumers' perspectives. Most consumers
perceived corporate sponsorship as involving a benefit to society. However, advertising
was seen as being selfish with no obvious benefit to society, which led to an alerted state of
consumer's defense mechanisms. Importantly, Meenaghan found that goodwill exists at
three different levels: the generic level (as an activity), the category level (sport, arts, etc.),
and the individual level (e.g., a sports team). On a generic level, sponsorship is seen as

involving a benefit to society, thus generating a warmer relationship with individuals that
encourage greater goodwill. Goodwill effects are more intense at categorical level, than at
the generic level. The different categories of sponsorship will ultimately merit different
degrees of goodwill, causing varying levels of intensity of a consumer's disposition toward
a particular category. For example, sponsorship of social causes generally generates
greater goodwill than sponsorship of the mass arts. On an individual level, goodwill
effects are generally the greatest when a consumer is involved with a sponsorship activity.

A football fan may respond more positively to the sponsor of the team with which he is
intimately involved, generating a greater level of goodwill and gratitude toward that
sponsor than sponsor's brand and consumers' purchase behaviors(Meenaghan, 2001).
Dolphin (2003) noted that "patronage is based on charity, but sponsorship typically
refers to the financial support given by an external organization to a leisure or sporting
activity with the intent of creating goodwill and public relations" (p. 177). There is no
conceptual requirement that a sponsor has to pursue any particular objective(s) or
undertake any particular leveraging activity (Polonsky & Speed, 2001). The benefit of
sponsorship does not accrue automatically (Hoek, 1997). Both the brand being promoted
and its sponsor should benefit fiom the activity (Tripodi, 2001). Many companies use
sponsorship events as part of their communications tools and promotional activities, but
Javalgi et al. (1994) suggest that these marketing objectives of sponsorship tend to be
indefinite. Cornwell et al. (2001) conceded that there was not much research that
investigated the benefits of sponsorship events.. *Meenghan(1991) suggested that
sponsorship could be used for diverse objectives-includingenhancing community
involvement, increasing company product or brand awareness, or to improving the

opinions of former and current decision makers. Diversity in the type of objectives
pursued through sponsorship is one of sponsorship's basic characteristics (Cornwell &
Maignan, 1998.)
Sponsorship may have a number of different goals that may enhance corporate
image, promote brand awareness (Hansen & Scotwin, 1995), add value to organizational
communications, and increase goodwill (Witcher, 1991). Corporate sponsorship's overall
goal is to support corporate or marketing objectives (Gardner & Shuman, 1988).
Sponsorship marketing activities aim at building a particular brand and communication
(Cornwell, 1995). Several studies show that companies use sponsorship for two primary
goals, namely, increasing brand awareness and enhancing corporate or brand image
(Cornwell, Roy & Steinhard, 2001; Gwinner, 1997). Miyazaki and Morgan (2001) found
that corporate sponsorship had three key goals: enhanced brand image through association
with a well received event; increased goodwill via perceptions of corporate generosity, and
elevated brand awareness from increased exposure. Javalgi et al. (1994) recognized that
corporate sponsorship may be used to reach specialized segments of consumers and is,
consequently, a very useful and powerful implement for setting strategic marketing
communication linkages. Further, Wise and Miles (1 997) noted that sports and cultural
sponsorship events such as the Olympic Games have become major events in many global
1

companies' marketing strategies to invent impressible and positive images, and generated
sales among worldwide audiences.
Sponsorship Types
Kover (2001) referred to the types of sponsorship, giving distinct examples ranging
from cross-country foot races to 18thcentury pianoforte concerts. Nicholls and Roslow

(1999) proposed that sponsorship may involve many kinds of athletic events, ranging from
the Olympic Games to local sporting events. They identified five types of sponsorship
events; including sports, music, festivals/fairs, fine arts (e.g., ballet, art exhibits, theater,
etc.) trade shows and professional meetings (Gwinner, 1997). Siegel (2001) observed 304
U.S. tobacco companies whose sponsorship activities related to a wide variety of activities
such as hunger, visual arts, minorities, education, womenlyouth, environment, and
charities. Siegel (2001) found that the targeted objects of their sponsorship effort were
youth, women, and minorities. Thwaites (1995) suggested that more than 75% of
corporate sponsorship was related to athletic events, involving such activities as the
provision of uniforms to hnding stadiums.
Sports are a natural arena for sponsorship due to their ability to carry strong images,
reach an international audience, and appeal to multiple classes (Ferrand & Pages, 1996).
Ashill (2001) referred to sports sponsorship as now being commonplace. Through a sports
sponsorship of a specific team, a player, or a specific sport, a company obtains
identification from audiences or consumers. Also, the sponsor can be identified via a web
site. For example, the sponsor of the Delta Center, home site of the Utah Jazz basketball
team, is Delta Airlines. On a smaller scale, sponsors' names also appear on players'
equipment and uniforms (Russell & Lane, 1996). While sports audiences attend
enthusiastic events in which promotional messages are embodied they are likely to not only
appear relaxed but also be willing to receive corporate messages (Till & Busler, 2000).
Sports event sponsorship has involved companies in a variety of promotional activities,
e.g., selling, premiums, publicity, as well as advertising (Nicholls, Roslows & Dublish,
1999).

Sponsorship Strategy

In spite of sponsorship growth, research in this area has remained without a clear
theoretical definitional base (Hoek et al., 1997). No enduring theoretical definition of
corporate sponsorship has been completely agreed upon (Dolphin, 2003). One principal
prelude to the gradual development of a proper level of empirical studies has been to

.

develop an acceptable definition to guide future research (Cornwell et al., 2001; Lee,
Sandler & Shani, 1997). Although there are no agreed upon definitions, there are several
marketing and advertising models that are applied in the sponsorship arena from event
marketing mix elements, especially the promotional mix elements (Cornwe11,1995).
Cornwell and Maignan (1998) examined corporate sponsorship as a marketing
communications vehicle that completed a firm's marketing communications program.
Examination of the cognitive processes has been a central part of sponsorship inquiry (Roy
& Cornwell, 2003). It has been found that companies that could not succeed in corporate

sponsorship did not sustain an event with sufficient promotional activities such as
advertising and public relations. The combination of sponsorship with other types of
communication mix factors generated a synthetic effect, which was more significant than
that of the sum of the parts (Dolphin, 2003).
Meenaghan (1998) proposed several types of ambush marketing strategies where a
firm tried to connect itself with an event without paying the requisite fee to the event's
owner. A company may sponsor the broadcast of an event or may be involved with one
aspect of the event, such as a specific team, or they may develop significant promotions in
connection with the event (Maignan, 1998). Also, Hoeffer and Keller (2002) argued that
the most optimal strategy was to sponsor subcategories of an event and conceptualize all

communications of the company on the sponsorship. This means that exploiting
sponsorship to the maximum effect can generate the best marketing strategy. Since each
company has a wide variety of consumers, this strategy may force a company to sell more
products via sponsor activities target awareness of key customers in either local or distant
markets. For example, the recent involvement of Coca-Cola and McDonald's in the soccer
World Cup exemplified a global dimension of sponsorship (Yeshia, 1999).
According to Dolphin (2003), eighty- seven percent of cricket fans recognized all
four major cricket sponsors, while fifty percent were aware of any sponsors of the Euro
2000 Game. It is not surprising that, with low sponsor awareness, there were
correspondently fewer chances for establishing brand loyalty. Performance Research in
2001 reported that more than fifty percent of those surveyed agree that a worthy
sponsorship contribution to the sports team may result in the fans having better of
perceptions of the sponsor. In addition, Dolphin (2003) reported that over fifty percent of
fans who were interested in the arts had tendencies to be willing to buy a product from
sponsored cultural events. Interestingly, these fans appeared to avoid affiliations with
tobacco or alcohol companies.
One tool for promoting the motivating concern in sponsorship was media
(Cornwell et al., 2001). Dolphin (2003) perceived that the reciprocal relationship among
the media, the sponsored events and sponsors was a needed to for generate successful
sponsorship activities.
Some companies may seek to increase their status, forming special relationships
with sponsors, in a type of venture called co-branding. Co-branding is a well-known
synergistic strategy that combines two brands into a third, unique product. Some current

examples of co-branding are Lexus with Coach Leather interiors and American Airlines'
official sponsorship of the Susan G. Komen Breast Cancer Foundation (Hoeffler & Keller,
2002). A self branding strategy aims to create a new program or cause, such as
McDonald's Ronald McDonald House Charities. Joint branding uses a combination of two
brands, such as American Express's Charge Against Hunger program in conjunction with
the Share Our Strength Foundation (Hoeffler & Keller, 2002).
Sponsorship is fiuther able to target diverse structures such as government,
shareholders, suppliers, distributors, and employees, as well as potential and present
customers (Dolphin, 2003). Cornwell and Meenaghan (1998) suggested that sponsorship
primarily focuses attention on the external customer but also indicated that firms are
becoming aware of the u s e l l effect of their sponsorship activities on their employees. In
addition, varied audience segments and different audiences' perceptions of an activity may
have differential values for different sponsors.
Schema Theory

As sponsorship literature has evolved, researchers have been offered several
theoretical explanations for explaining how consumers process sponsorship messages.
Several studies using schema theory or congruence explain how consumers respond to
event sponsorship (Gwiner & Eaton, 1999; Johar & Pham, 1999; McDaniel, 1999; Speed
& Thompson, 2000). A schema has been defined as "a cognitive structure that represents

an object or domain that includes a person, event, or place" (Rifon, Choi, Trimble, & Li,
2004. p. 3 1).
Schema theory can be utilized to examine how consumers process the linkage of a
brand and an event brought together via sponsorship. When consumers are exposed to

information about sponsorship, a schema-based explanation of consumer response
suggests that information about the sponsor and event are accessed from memory and new
information is compared with the schema. These schemas are used to make judgments on
the appropriateness or inappropriateness of a product and event presented together via
sponsorship.

A schema is defined as "an active organization of past experiences, which must
always be supposed to be operating in any well-adapted organic response" (Fiske, 1982, p.
60). The accumulation of knowledge regarding the target is "developed through
experiences over time and involves various aspects of information processing, including
encoding, comprehension, retention, and retrieval of information" (Rifon et al., 2004, p.
32). However, a mismatch of information and target provided a greater number of
inferences. As a result, corporate sponsorship enhances brand recognition and recall based
on the development of stronger, more detailed and complicated schema (Hastie, 1984).
Schema theory can also "predict the number of elaborations that will increase with
incongruence, but it cannot predict the content of those elaborations" (Rifon, Choi & Li,
2004, p. 31). With regard to advertising schemas, consumers process advertisements by
analyzing messages and outer cues hom the advertisement, with regard to existing
knowledge structures (McDaniel, 1999). From this process, Crockett (1988) proposed
three kinds of actions. First, consumers will absorb information into existing knowledge
structures if the information is congruent. Second, consumers will create new knowledge
structures to adapt new or inconsistent information. Third, consumers will neglect
.

information and will not store it in schemas. Schema theory has been used throughout

advertising research, such as study of celebrity endorsers and spokespersons (Kamins,
1990; Misra & Beatty, 1990).
Match-up Theory
A concept related closely to schema theory is match-up hypothesis. Match-up

hypothesis has been defined as when: ". . .the highly relevant characteristics of the
spokesperson are consistent with the highly relevant attributes of the brand" (Misra &
Beatty, 1990, p. 161). Match-up hypothesis has been utilized to assess celebrity endorser
advertising; the effectiveness of an endorser depends on the extent to which the endorser
matches, or fits, the product category of the brand being endorsed (Debevec & Iyer, 1988;
Kahle &Homer, 1985; Kamins, 1990; Lynch & Schuler, 1994). Debevec and Iyer (1988)
concluded that if there is a match or fit between the product and mode of advertisement,
consumer evaluations of the product advertised will be favorable because perceptual and
attitudinal conguence will exist. Kamins (1990) proposed that it is possible to manipulate
the degree of match between spokesperson and product, and an effective match is not
limited to the spokespersons' physical characteristics. Debevec and Iyer's study (1988)
also showed that images of aproduct can be significantly altered not only through a match,
but through a purposeful mismatch.
Kahle and Homer (1985) formulated their hypothesis as the enhancement of
advertising effectiveness traceable to a match between "the message conveyed by the
image of celebrity and the message about the product" (p. 995). They found significance
regarding the effect of physical attractiveness of celebrities on measures of attitudes,
purchase intentions, and brand recall. Consumer responses with regard to celebrity
endorser advertisements such as brand attitude and recall of brand information, are

expected to be more positive if the endorser is a good match with the brand (Misra &
Beatty, 1990). As with endorser-productmatch-up, consumer responses to endorser
advertising, such as brand attitude and attitude toward the advertisement, are expected to
be more positive when consumers perceive similarity between characteristics of the .
endorser and characteristics of the advertisement's target audience (Shimp, 2000).
Celebrity Endorser Advertising and Social Adaptation Theory

Based on the notion that sponsorships may function like celebrity endorser
advertising, sponsorship events that hold meaning for consumers can be transferred toward
a sponsoring brand (Gwinner, 1997; Keller, 1993). Among the key findings in this area of
match-up hypothesis and celebrity endorser advertising, attitude toward the advertising,
brand attitude, and purchase intention have all been found to be significantly related to
consumers' perceived fit of an endorser's attributes, such as likability of a brand (Friedman
& Friedman, 1979; Kahle & homer, 1985; Kamins, 1990).

Social adaptation theory suggests that consumers will utilize a source of
information only as long as that source facilitates adaptation to environmental conditions.
If a match between spokesperson and product exists on some relevant attribute, the
spokesperson then becomes an effective source of information with regard to the
effectiveness or benefits of the product (Kamins, 1990).
Customer Perceptions of Sponsorship

Classical conditioning research in advertising proposed that the size of the
conditioned response will depend on (1) respondents' attitudetoward the unconditioned
stimulus, such as the ad itself or the endorser (Shimp, 1981); (2) respondents' prior attitude
toward the conditioned stimulus, such as the brand (Stuart, Shimp & Engle, 1987); and (3)

respondents' perception of congruence between unconditioned and conditioned stimuli,
such as the ad or endorser and the brand (Mitchell, Kahn & Knasko, 1995). Extending
these principles to sponsorship indicates that, while there are certain differences between
advertising and sponsorship as forms of communicational functions, both may be similar
enough to apply to consumer-oriented objectives such as brand building and purchase
intention (Crimmins & Horn, 1996).
Several advertising studies (Feldwick, 1996; Kamins, 1990; King, 1991; Shimp,

1981) highlight the importance of respondents' attitudes toward the unconditioned
stimulus (advertisement or endorser) in creating a favorable response. Additionally, Burke
and Edell(1989) found that warm feelings about an ad positively affected consumers'

evaluation of the advertised brand. D'Astous and Bitz (1995) found that respondents who
perceived an event as attractive and interesting believed the event would have a stronger
impact on a sponsor's image. Sponsors can improve the response to their sponsorship if
they select events that are well-liked and reduce space by their target market (Crimmins &
Horn, 1996; D'Astous & Bitz, 1995). Stipp and Schiavone (1996) suggest that a
high-status event, such as the Olympics Games, creates notable opportunities for sponsors
because the audience has a high regard for the event. Speed and Thompson (2000) found
that personal liking for an event is associated with a positive response at higher levels of
the hierarchy of effects, whereas perceived event status is associated with a positive
response at lower levels of the hierarchy.
With regard to existing attitudes toward the sponsor, experimental and
survey-based sponsorship research (Javalgi et al., 1994; Stipp & Schiavone, 1996)
suggests that sponsors who have a favorable image receive a more positive response to

their sponsorships than those who do not. Brands with favorable associations usually differ
from lesser brands in that consumers hold a greater number of positive associations for
better known brands with positive equity (Cobb-Walgren et al., 1995). The strongest
respondent's perception of sponsorship is, the more favorable impact sponsorship will
have on the sponsor's image (Stipp & Schiavone, 1996). Similarly, Speed and Thompson
(2000) found a positive association between perceived sincerity and response to
sponsorship. They suggest that consumers do not perceive sponsorship to be just another
form of commercial activity but rather are sensitive to the potential philanthropic
dimension that a sponsorship may have. These findings suggest that a sponsor who is
perceived to be sincere and is well liked by the sponsorship audience can obtain superior
benefits fiom sponsorship.
Sponsor-event fit is a perception by the consumer of an association fit between the
conditioned as well as unconditioned stimuli and has been shown to have a direct impact
on consumers' conditioned response. Scientific literature has utilized various terms to that
demonstrate the fit between a sponsorship event and a sponsor, e.g., synergy (McDonald,
1991), similarity (Gwinner, 1997), and link (Otker & Hayes, 1987). In the advertising and
marketing literature, congruence has been used to indicate consumer perceptions of
similarity, but with variations across its study and applications. In sponsorship literature, it
is "relatedness" and "relevance" (Johar & Pham, 1999), or compatibility (Ruth & Simonin,
2003); in cause-related marketing research, it is a "fit" (Bainbridge 2001; Gray, 2000).
Generally, most authors distinguish between a functional fit and an image related
fit (Gwinnwe & Eaton, 1999). Functional fit describes the thematic relatedness between a
sponsor and event. For example, if a sports shoe manufacturer is sponsoring the football

World Cup, functional similarity is high. Image related fit encompasses the attributes
associated with a sponsor and a sponsored event. In the literature on advertising,
congruence has been regarded as the similarity. However, it has been applied in a wide
variety of studies. Sponsorship literature shows that congruence has the meaning of
compatibility or relevance (Rifon, Choi, Trimblr, & Li, 2004). For example, congruence
would be present if an event such as a jumping activity or extreme sport competition is
sponsored by a soft drink company, and the product is promoted as preparing drinkers for
exaggerated action. In this way, the image fit between the drink and sponsor is high
(Grohs, Wagner, & Vsetecka, 2004).
Prior research (Crimmins & Horn, 1996; Meenaghan, 1998) indicates that
audiences identify official sponsors by possibly invoking heuristics to recall them. Brands
and firms that are seem to be associated with an event tend to be regarded as actual
sponsors (Johar & Pham, 2001). Identify event sponsors, consumers are likely to utilized
sponsor-event fit as a criteria of their judgment (Grohs et al., 2004).
Sponsorship researchers (McDonald, 1991;Murphy, 1999) have defined
congruence as based on direct or indirect relatedness of a sponsor to an event (Riforn et al.,
2004). Additionally, empirical studies (McDonald, 1991) suggested that, compared to an
incongruent fit, a good congruent fit can generate more positive effects between an event
and sponsor, helping consumers' attitudes to transfer fiom event to sponsor (Gwinner,
1997). Functional congruence has been shown to increase consumers' positive attitudes
toward the sponsor (Speed & Thompson, 2000), enhance sponsor recall (Johar & Pham,
1999), facilitate consumer transfer image between sponsor and event (Gwinner & Eaton,
1999), likeability of the sponsorship (Haley, 1996; Speed & Thompson, 2000), product

differentiation (Amis, Slack & Berrett, 1999), and increase market share (Chando,
Wansink & Laurent, 2000), whereas incongruent sponsorship slowed image transfer
(Meenaghan, 200 1).
Brand Equity and Brand Image
Brand and Brand Equity

Brands differentiate competitive offerings, and, accordingly, they serve as an
important constituent to explain the success of companies (Wood, 2000). As Cambell
--

(2002) noted, strong'brands represent the most salient and successful product in a great
number of product categories. Campbell (2002) defines a brand as a promise by which
consumers recognize what this brand product attempts to deliver. Thus, when a
corporation or an organization tries to make a brand stronger and more effective, its
management must be approached strategically (Wood, 2000).
Branding and brand equity have been topics of interest to marketing research for
many years. In 1960, The American Marketing Association proposed the following
company-oriented definition of a brand as " a name, term, sign, symbol, or design, or
combination of them which is intended to identify the goods and service of one seller or
group of sellers and to differentiate them from those of competitors" (Kotler, 1991, p. 442).
:.

-Thisdefinition focused on visual characteristics as differentiating mechanisms. Hence,
this company-oriented definition was criticized (Wood, 2002). However, this definition is
still intensively accepted by researchers for investigation purposes (Wood, 2002).
Aaker (1991), Doyle (1995), and Kotler (1991) adopted this definition. h.1988,
Bennett proposed the definition of a brand as "a name, term, design, symbol or any other
feature that identifies one seller's good or service as distinct from those of other sellers"

(Dibb, Simkin, Pride & Ferrell, 1997, p. 133). As Wood (2000) notes, the words "any
other features" added in the original definition to extend an intangible features such as
image, which is a distinctive identifying feature. This definition provided a special value
because it emphasized a fundamental purpose of differentiated brand creation (Wood,
2000).
Ambler (1996) took a consumer-oriented approach in defining a brand as "the
promise of the bundles of attributes that someone buys and provides satisfaction. The
attributes that make up a brand may be real or illusory, rational or emotional, tangible or
invisible. Brand attributes are highly subjective (Wood, 2000). Thus, when a consumer
utilizes brand as a cue to predict product characteristics, marketers would utilize the brand
as a crucial tool for development of their marketing strategy (Krishnan & Hartline, 2001).
Strong brands are likely to be accessible to distribution channels and have higher profit
margins and will provide a broad platform for product line extensions (Wood, 2000).
Marketing literature about brand equity has demonstrated its effects in the market
places (Krishnan & Hartline, 2001). Keller (1993) and Aaker (1991) both presented
conceptual structures in which brand equity was correlated with different consumer
response perceptions. Brand equity is a set of brand liabilities and assets which are
connected with brand symbol and brand name (Aaker, 1991). Additionally, brand equity is
generated from addition or subtraction from the value which is offered to that company's
consumers by a product or service (Washbum & Plank, 2002). That means, brand equity
was composed of the factors that either offer value or detract from the value a product is
connected with customers.

Major brand equity is comprised of sub-categories: brand association, perceived
quality, brand awareness, brand loyalty, and other proprietary assets (Keller, 1993).
Keller (1993) suggested brand equity to be able to differentiatebrand knowledge, based on
consumers' perceptions about the brand's marketing. Brand knowledge is a network of
nodes and links in which number of simple correlations is associated with brand node
memory. Brand knowledge can provide certain things associated with the brand on a basis
of the perception of adding value (Keller, 1993). The differential effect, noted by
Campbell, is the combination of brand knowledge with the efforts companies make while
marketing products or service in the market. Two dimensions were proposed by Keller
(1993) to generate a knowledge-based framework of brand equity: brand and its image.
Kamakura and Russell (1993) identified three components of brand equity: perceived
value, brand dominance, and intangible value. Perceived value could not be demonstrated
by promotion and price. However, brand value can be generated because a brand's
recognition can result in price competition (Nicholls, Roslow, & Dublish, 1999). The
intangible value of a brand was the outcome of the difference between perceived utility and
objective utility of a product or a service (Keller, 1998).
In 2001, Drumwright and Murphy noted that corporate sponsorship as an activity of

corporate societal marketing could build brand equity by: " 1) building brand awareness, 2)
enhancing brand image, 3) establishing brand credibility, 4) evoking brand feelings, 5 )
creating a sense of brand community, and 6) eliciting brand engagement" (Hoeffer &
Keller, 2002, p. 1).
Knowledge is defined as the combination of familiarity and experience (Ambler &
Styles, 1996). The interaction between familiarity as well as experience and consumers'

perceptions of brand equity generate two levels of effects: product category and the brand
itself. The results indicated that knowledge of a brand may directly influence a particular
brand's ability to be recognized, while knowledge of a product category will influence the
brand equity associated with all brands in the product category (Krishnan & Hartline,
2001).
Customer-Based Brand Equity

The measurement of brand equity has also been a common area of marketing study
(Cobb-Walgren et al., 1995; Lassar, Mittal & Sharma, 1995; Park & Srinivasan, 1994).
Direct and indirect evaluations of brand equity have been researched in contemporary
literature (Krishnan & Hartline, 2001). The direct approach is in close proximity to accept
the definition ofbrand equity because of an attempt to evaluate the value which is added to
the product via the brand (Keller, 1993). With regard to the direct approach, an attempt
was made to identify the potential element of brand equity. Both approaches should be
connected together because of their complementary natures (Keller, 1993). The
customer-based brand equity framework incorporates theoretical advances and managerial
practices in understanding and influencing consumer behavior. Keller (1993) defined
customer-based brand equity as "the differential effect of brand knowledge on consumers
to marketing of the brand" (p. 2). A brand with positive customer-based brand equity
exists when a customer reacts more favorably to a product and the way it is marketed when
the brand is identified compared to when it is not. Thus, a positive brand might result in
consumers being more willing to accept a brand extension, and less sensitive to price
increases, or more willing to seek the product in a new channel. On the other hand, a brand
will experience negative customer-based brand equity when customers react less favorably

to its marketing activity. The effect of consumers' familiarity with the brand generated
unique and favorable brand associations in memory, and subsequently, customer-based
brand equity will be developed and formed (Aaker & Joachimsthaler, 2000).
Keller (1998) stated that there were three key propositions in the description of
customer-based brand equity. Primarily, the effects of differentiation must be present, or
the brand will be little more than a commodity or generic version of the product. Second,
"brand knowledge" must also be present, as it creates the differential effect that is
influenced by the brand's marketing activities, but ultimately resides in the minds of
consumers. Third, "consumer response" refers to the behaviors a consumer might exhibit,
such as repeat purchasing, willingness to pay a price premium, favorable associations, and
effect of a given brand. The simplest way to illustrate the customer-based brand equity
concept is to consider some typical research results. In 1990, de Chernatory and Knox
concluded that consumers' perceptions of the performance of a product are highly
dependent on their impressions of the brand that goes along with it (as cited in Keller,
1998).

A conceptual model developed first by Keller in 1993 and presented by Keller in
1998 stated that customer-based brand equity was made up of brand image and brand
awareness (Keller, 1998). Brand awareness is associated with the strength of brand trace
or brand node with a memorial structure (Keller, 2003). Brand image is a consumer's
perception of a brand based on the brand association existing in the memory scheme of the
consumers (Keller, 2003). Keller suggested that customer-based equity may be assessed
on other dimensions of brand image, including uniqueness, congruence, and leverage of
brand association (Keller, 1998).

8Based on the reviewed literature about brand equity, the writer extracts some
components as the elements of brand equity and discusses them in the following parts, to
further investigate the relationship between sponsorship and brand equity.
Brand Image
Brand image has been variously defined by many researchers (see Table 1). Kotler
(2003) suggested that brand image originated in the aggregation of basic units of a
cognitive structure toward a particular brand. Aaker (1996) defined brand image as a set of
associations that are usually organized in some meaningful way (Aaker, 1996). He also
divided brand associations into eleven types, including product attribute characteristics,
consumer benefit, product level, intangible attribute, relative price, usage situation, user,
member, living typelpersonality, competitor, and country. Owing to different strengths
and traits, different associations result in varied influential effects on brand images.
Brand images are perceptions about a brand that are reflected by the brand
associations that exist in a consumer's memory (Keller, 1998). Based on ICeller (1998),
brand associations are the collection of the informational nodes connected with the brand
node in consumer memory and consist of brand meaning for consumers. Brand
associations come from all types of brand connections, and possibly reflect product-related
characteristics or external non-product-related characteristics.

.

Definition of Brand Image and the Related Concepts about Brand Image
Authors
Definitions and Concepts

Levy & Gilek (1973)

Brand image is the collection of all brand
connection nodes in consumers' minds.
Besides the substantial traits and functions, the
other nodes about meaning of brand are also
contained.
Brand images are the consumers' attitudes
which observe the brand product designs,
packaging, and attributes.

Bullmore (1984)

Brand images are what consumers feel like.

Raynolds & Gutman (1984)

Brand image is a set of meaning and
connection and is utilized to differentiate from
competitors' products or services.

Park, Jaworski, & MacInnis (1986)

Brand image is one kind of perception
phenomenon via corporate communication
activities.

Dobni & Zinkhan (1990)

Brand image is the subjective perception
phenomenon which is interpreted sensationally
or rationally by consumers.

Biel (1992)

Brand images are created by combining
effects of brand associations.

Engel, Blackwell, & Miniard (1993)

Brand images are the collections of tangible
brand associations and intangible brand
associations.

Peter & Olsen (1994)

Brand images are in terms of consumer
knowledge and beliefs which are stored in
memories in an associative way. These
associations are related to product attributes
and user imagery.

Table 1 (continued)
Authors
Meenaghan (1995)

Definitions and Concepts
Brand images are used by consumers to
simplify product knowledge of specific brands.

Roth (1995)

Brand image is the effect created by a
corporate marketing mix.

Aaker (1996)

Brand image is a set of associations which are
usually organized in some meaningful ways.

Bloemer & Ruyter (1997)

Brand image, aiming at being evaluated and
weighted against each other, is expressed as a
hnction of outstanding attributes of a
particular product.

Keller (1998)

Brand images are perceptions about a brand,
which are reflected by the brand associations
existed in consumer memories.

Bhat & Reddy (1998)

Brand image provides information for
consumers to predict or to presume product
qualities, and accordingly produces the
purchase behaviors.

Kolter (2003)

Brand image is a group of beliefs held about a
particular brand.

i

Biel (1992) stated that there are three elements of brand image: manufactured
image (corporate image), product image, and competitor brand image. These three
components influence consumer image of the brand. The synthesized effect of these three
elements of brand image also results in the influence on user image.
In most literature, brand images are generally distinguished by the two categories
of functional or symbolic, on the basis of consumption behavior motivation (Aaker, 1991,
1996; Crainer, 1995; Keller, 1998; ICotler, 1991; Park & Loson, 1994). Two different

schools of thought support these two aspects: the rational and the hedonic schools. The
rational school suggests that consumers are rational and attempt to maximize the overall
effects of products or services (Schiffman & Kanuk, 1994). According to the rational
school's perspective, in order to achieve optimal buying decisions and actions, consumers
will exhaust their time and ability collecting information, making comparisons among
competing products, and evaluating product characteristic and attributes.
The hedonic school argues against the rational view because of that theory's
insufficient ability to capture consumers' complex buying motivations. They contend that
the rational view does not consider emotional consumption factors. Additionally, if
proposes consumption which depends on an individual's emotional motives, subjective
criteria, or intangible product benefits as hedonic (symbolic) consumption, in contrast to
the rational (utilitarian) view (Schiffman & Kanuk, 1994). The two different views of
motivation are that consumption behaviors are driven by function (utilitarian) or by
symbolic (hedonic) brand image.
In spite of these two viewpoints of brand image, some evidence supports the idea
that symbolism and functionality in some product categories are distinguishable concepts,
rather than two ends of a brand concept continuum (Bhat & Reddy, 1998). The idea is
suggested that functional brand image and symbolic brand image can exist simultaneously.
When existing in different product categories, different degrees of the two elements are
still inevitable (Bhat & Reddy, 1998).
Based on different consumer benefits, Park et al. (1986) developed the varied brand
concept image (BCM). The way to keep the concept-image connection relies on whether
the brand concept is functional, symbolic, or experiential. Functional brand concept image

focuses on facilitating consumers solving consumption problems (e.g., solving the
contingent problems, preventing potential problems, erasing conflicts, or changing the
situation of depressions). Products with functional brand concept images are usually
designed for dealing with extrinsic consumption needs. The symbolic brand concept
image centers on satisfylng consumers' intrinsic needs, e.g., leverage of self-values, role
positions, group involvement, and self-identification. Products with symbolic brand
concept images usually are designed to make linkages among individuals, specific groups,
particular roles, and self-images. The experiential brand concept image emphasizes
satisfylng the needs of physical pleasures, diversification, and perceived stimulations.
Products with experiential brand concept images are designed to satisfy consumers'
intrinsic need for pursuing stimulations and diversification. Park et al. (1986) proposed
that, on the one hand, any product can be positioned with a mix of the three kinds of brand
image, while on the other hand, appealing for multiple benefits may result in difficulty with
positioning and brand management. Brand identification by consumers also may occur.
Aaker (1996a) suggested that a firm should consider its brand as a product, an
organization, a person, and a symbol to ensure the texture and depth of brand identity.
When concepts from the four dimensions of brand identity are transmitted to consumers,
consumers interpret these concepts as brand image (Aaker, 1996a). Additionally,
according to Aaker (1996b), brand image is created by the interactions among the product
itself, its country of origin, brand personality, organization, and accessorial brand product.
These connective elements not only influence the creation of brand image but also.affect
one another simultaneously. According to Aaker's (1996a) view, there are five varieties of
values stemming from the creation of brand image : 1) brand image is able to facilitate

consumers' acquisition and transfer of information from the beginning; 2) brand image
provides the base of product differentiation and position; 3) brand image embodies product
attributes and consumer benefits, which is the main reason consumers purchase and use a
brand; 4) brand image creates brand association whose positive effect results in a positive
brand attitude and transference into a brand value; and 5) brand image provides the basis of
product extension. The congruence of brand image and new products offers consumers
reasons to purchase new products.
Keller (1998) proposed that brand equity comes from the effects of brand
marketing, which is regarded as consumer brand knowledge. His research concluded that
brand knowledge is a one of a kind memory mode of associative networks which are
composed of brand awareness and brand image. He suggested that brand images are
reflected by the types of brand associations, favorability of brand associations, strength of
brand associations, and uniqueness of brand associations. The four dimensions of brand
association have been described in the previous section.
Image, traditionally, was developed in marketing through discussion at three
levels: product/service, retail and corporate. Recently, marketing imagery has emphasized
employment of brand at all these levels (Park & Srinivasan, 1994). It is necessary for
marketing imagery to distinguish identity from image (Meenaghan & Shipley, 1999).
Identities are controlled elements that were sent by the brand employer, which images are
obtained by the consumers. Further, there is a significant difference in identity and image
because the consumer is also the receiver of the communication stimuli (Meenaghan &
Shipley, 1999). Brand image has been considered a vital part of a firm's marketing
program, not only because it serves as a foundation for tactical marketing-mix issues, but

also because it plays an integral role in building long-term brand equity (Aaker 1996a;
Keller, 1993; Park & Loson, 1994). Brand image perception, which is built on the
consumer's brand associations and attitude, has been considered an integral component of
brand equity and has been widely employed in brand equity frameworks (e.g., Aaker,
199613; Agarwal & Rao, 1996; Feldwick, 1996; Keller, 1993; Park & Srinivasan, 1994).
With its emphasis on brand meanings, brand image perception provides more valuable
managerial implications in marketing strategy development.
Brand image, as noted above, is formed in the mind of the consumer as the result of
various stimuli, including, though not exclusively, the brand identity elements. Brand
image is variously defined as "the set of beliefs held about a particular brand" (Kotler,
1991, p. 197), "a set of associations, usually organized in some meaningful way" (Aaker,
1992, pp. 109-1lo), and perceptions about a brand as reflected by the brand association
held in consumer memory (Keller, 1993, p.12). These associations refer to any aspect that
links the brand with the consumer's memory (Aaker, 1996a), thereby creating a
relationship between consumers' personalities and the perceived personalities of brands
(Fournier, 1998).
Keller (1993) suggests that favorability, uniqueness, and strength of associations
are major elements of a brand's success. Batra and Ahtola (1990) stated that consumers
purchase goods and services and perform consumption behaviors for two basic reasons: (1)
consummatory affective (hedonic) gratification (from sensory attributes), and (2)
instrumental, utilitarian reasons". Dhar and Wertenbroch (2000) noted that previous
research suggested that producthrands which are highly valued on a hedonic dimension
rather than the utilitarian dimension are better able to charge a price premium and engage

in sales promotion. Voss, Spangenberg and Grohman., (2003) adopted this
two-dimensional conceptualization of consumer attitudes. They developed a
hedoniclutilitarian (HEDIUT) scale to measure a subject's attitude toward brands. The
first dimension is a hedonic dimension resulting from sensations derived from consumers'
experience of using products or services, and the utilitarian dimension derived from the
functions performed by products.
In building brand equity, brand awareness is an important first step, but is usually

not sufficient. In most situations, brand image plays an important role (Keller, 1998).
Brand image has long been recognized as an important concept in marketing (Gwinner &
Eaton, 1999). A brand's success is originated in unique and strong associations between a
brand and an event (Keller, 1993). When a brand becomes associated with an event (e.g.,
youthful, relaxing, enjoyable, etc.), the feeling of the event may become linked with the
brand in the customer's memory (Keller, 1993). Brand image is based upon linkages in the
consumer's memory structure with regard to the brand (Gwinner & Eaton, 1999).
The Relationship between Corporate Sponsorship and Brand Image

Several studies have found that consumers who perceive fit or relatedness between
a sponsor and event generally have more positive responses to a sponsorship, including
sponsor recognition (Pham & Johar, 2001; Speed & Thompson, 2000), image transfer, and
related degree of fit from event to the brand (Gwinner & Eaton, 1999), adding financial
value to the brand (Cornwell et al., 2001), favorability toward the sponsor (Speed &
Thompson, 2000) and achievement of promotional goals (Cornwell, 1995).
Sponsorship improves the perception of a brand and links a brand to an event or
organization that targeted customers already having a favorable impression of the product

(Crimmins & Horn, 1996). If the company has a good image before marketing a
sponsorship, that sponsorship may be effective in enhancing the corporate image (Javalgi,
et al., 1994). More generally, sponsorship works in a way similar to brand advertising, and
is likely to act in a defensive manner and reinforce behavior, to maintain the status rather
than to generate increases in sales (Hoek, et al., 1997).
Researchers have applied advertising models in sponsorship management, such as
Awareness-Trial-Reinforcement (ATR) models. Hoek, et al. (1997) proposed that
sponsorship may generate a higher level of awareness and may lead to the wider
association with the brand being promoted. Sponsorship also could reinforce beliefs
already retained by consumers, but was unlikely to instill new beliefs, and less likely to
elicit new behavior patterns. As noted by Rossiter & Percy (1997), the best promotional
activities should enhance a positive brand attitude.
McDaniel and Mason (1999) used a telephone survey comparing attitudes toward
the Olympic sponsorship. The survey generated calls to 847 people, resulting in 248
completed interviews. Participants were asked about their attitudes and behaviors toward
areas such as sports, media, and lifestyle. A six-point scale and multiple regression
analyses were used as a study method. The results found that respondents have
significantly more positive attitudes toward tobacco and alcohol product categories and
their use of sponsorship. The difficulty of reconciling subjects' health, legal, and
economic aspects were major limitations of the study.
Keller (1998) stated that sponsorship served as a brand-building tool because the
effectiveness of leveraging secondary brand association. Brand building is one of the
primary activities of brand management. Brand building is concerned with shaping and

reinforcing a brand image that the consumer can remember easily and consistently over
time. The building blocks of brand image are brand associations. These associations are the
pieces of information a consumer holds about a brand (Farquhar & Herr, 1993).
Similarly, study findings of Roy and Cornwell (2003) concluded that a sponsor's
brand equity was influential in consumers' perceptions of sponsor-event congruence.
Gwinner and Swanson (2003) conducted a study to examine the impact of fan
identification of distinct sponsorship. Adult subjects at a university football game at a
NCAA Division I conference served as the sample. A seven-point Likert scale with
anchors of "Strongly disagree" to "Strongly agree" was utilized. The results of an NCAA
Division I conference event showed the four sponsorship perceptions of recognition of
sponsor, attitude toward the sponsor, patronage of sponsor, and satisfaction with the
sponsor. Gwinner and Swanson (2003) pointed out that fans' domain involvement
measure was a limitation of their study because different sport audiences may appeal to
different levels of participation. Customer satisfaction with the firm may affect their
recognition of the firm. However, their findings concluded that sponsorship had been
normally conceptualized as a promotional tool that has beneficial effects on awareness,
image and attitudes, rather than on product selling.
Sponsorship has become a developed tool to establish corporate image, brand
image, and brand awareness (Quester, 1997; Javalgi et al., 1994). Brand image and brand
awareness are crucial elements of brand equity, which is a set of value-added assets
associated with a brand (Aaker, 1996a). The role of sponsorship in establishing brand
equity has been confirmed by both business and academic writers (Park & Sriniasan,
1994).

Gwinner and Eaton (1999) researched the effectiveness of brand awareness
building strategies through a variety of study methods, and concluded that far less research
attention has focused on brand image issues. Gwinner and Eaton (1999) reported the
results of an experimental study in which 160 undergraduate students participated for extra
credit, who estimated the degree to which a sporting event's image was transferred to a
sponsor's brand through event sponsorship activity. The hypothesis testing was conducted
using one between- group factor and one repeated- measures factor. Survey participants
were asked to rate the items on a seven-point Likert type scale. Their study found that
when an event and brand were matched on either an image or functional basis, the transfer
process was enhanced. Limitations of the study were that some experimental control might
be lost and that the study was limited to students (Gwinner & Eaton, 1999).
The main objectives for a company to arrange sponsorship were to enhance brand
awareness and to change or build brand image (Gwinner, 1997; Cornwell & Maignan,
1998). The factors in predicting sponsorship are less understood; particularly, the research
about image association regarding sponsorship is shown as limited (Sandler & Shani,
1997). When a brand is related to a sponsored sports event or an endorsement of a
celebrity, brand associations will be affected (Keller, 1993). The underpinning meanings
are similar in the relationship between association of celebrity and their endorsement, as
well as in the relationship between association of a sponsoring brand and a sporting event.
Considering the occurrence of image transformation, brand practitioners need to be aware
that exposure issues such as brand awareness are not the only focal objectives for
sponsorship arrangements. The congruence of image goal for their brands and a sports

event image should also be taken into account (Gwinner & Eaton, 1999). Hence, it is
predicted that an image of sponsorship will transfer the event's image to a brand's image.
Lynch and Schuler (1994) indicated that many studies (Hahle & Homer, 1985;
Karnins, 1990; Lynch & Schuler, 1994; Ohanian, 1990) concluded a fit associating brand
with endorser had generated a number of positive effects on firms. These kinds of effects
included a higher level of brand recall, a more positive brand attitude, and higher level of
acceptance of spokesperson credibility or expertise. That means the characteristics of
sponsorship will influence consumers' behavior tendency and brand association.
Kahle and Homer (1985) found that the higher endorsed product image and
celebrity image were, the greater effect an advertisement has. Particularly, physically
attractive celebrities who endorse a beauty product usually positively influence consumers'
brand associations, brand awareness, brand attitudes, and their willingness to purchase
(Gwinner & Eaton, 1999). Mirsa and Beatty (1990) examined the relationship of
consumer brand attitude and congruence between spokesperson characteristics and product
characteristics. Results of their study indicated that a congruence conditions resulted in
higher recall and association, and a more favorable brand attitude.
Contemporary research has started to address the importance of corporate sponsors
as having image-related objectives rather than promotional objectives (Irwin & Sutton,
1994). In Irwin and Asimakopoulos (1992) established a study framework for evaluating
the attractiveness of sponsorship opportunities. One important sport sponsorship objective
is the success of image. That means selection of sponsorship event should be appropriately
taken into consideration when there is a concern of image transfer.

Cornwell et al. (2001) conducted a study about managers' perceptions of the impact
of the sponsorship on brand equity. This study used an exploratory longitudinal correlation
design. The purpose of this study was to explore how managers viewed the
brand-equity-building capabilities of their sponsorship-linked marketing programs over
time. The research design included a two-stage survey of corporate sponsorship
managers, with data collected at two different periods. Respondents were asked to indicate
their agreement or disagreement, using a five-point Likert scale, with anchors of "very
good" and "very poor." A paired t-test of the average general and distinctive element
scores showed a significant difference in the expected direction of sponsorship. The
finding of this study was that managers' perceptions of sponsorships under active
management could add financial value to a brand and contribute to the difficult task of
differentiating a brand from its competitors. Accordingly, brand equity could be increased
through sponsorship activities (Cornwell et al., 2001). These findings invited future
research on the development of brand equity and the relationship between the management
of sponsorship-linked marketing. This study was limited to sporting sponsors, and study
findings may not be generalized to other types of sponsorship such as arts and charitable
events. Also, the use of single key information could be improved by the use of multiple
information from different audiences (Cornwell et al., 2001).
Quester and Farrelly (1998) conducted a study whose purpose was to investigate
whether association should be a measure of sponsorship success. Their findings showed
that association was positively influenced by geographical consistency, fit of event and
sponsor activity domain and the sponsor in the core event. Their analysis confirmed that
the communication between the event and the brand will be effective while the mediating

effect of sponsorship is involved. Also, marketing managers should not only base their
judgments on continuity or awareness measures. The degree of alternation through
company image enhancement and brand should be taken into account (Quester & Farrelly,

Sponsorship has transformed itself into a powerful component of an integrated
communications strategy. However, Miyazaki and Morgan (2001) noted that some
executives did not believe the value of Olympic sponsorship. Cornwell and Maignan
(1998) concluded that research findings on sponsorship effects and intentions were often
contradictory. Some sponsorship literature argued that there was not a direct link between
long-term sales and sponsorship, but there was a link between customer attitudes toward
the brand and sponsor (Gwinner & Swanson, 2003). Gwinner and Swanson (2003)
suggested that positive corporate sponsorship results might be present for different types of
consumers. Table 2 proposed a summary of research about the relationship between
sponsorship and brand image.
Table 2
Studies About the Relationship Between Sponsorship and Brand Image
Researchers
Proposition and Findings

Kahle & Homer (1985)

A physically attractive celebrity enhanced the
possibility that the product could have a positive
influence on consumers' brand attitudes, brand
awareness, and brand association.
Advertising effectiveness was increased when the
image of the celebrity converged with the image of
the endorsed product (Empirical finding)

Table 2 (continued)
Researchers
Mirsa & Beatty (1990)

Keller ( 1 993)

Proposition and Findings
Congruencebetween spokesperson characteristics and
product characteristics resulted in higher recall and
association, as well as a more favorable brand attitude
(Empirical finding).
Anything that causes the consumer to experience or be
exposed to the brand has the potential to increase
familiarity and awareness, e.g., sponsorship.
Brand associations can be influenced when a brand
becomes linked with a celebrity through an
endorsement or linked with a sporting event through
sponsorship activities.

Lynch & Schuler ( 1 994)

Many studies have found that a match between
endorser and brand results in many positive outcomes
for firms, e.g., a more positive consumer attitude
toward the brand and higher brand recall.

Irwin & Sutton (1994)

When other promotional objectives are the overriding
goal, recent research has begun to document the
importance of image-related objectives to corporate
sponsors.

Javalgi, Traylor, Cross, &
Lampman (1994);Quester
( 1 997)

Sponsorship has become an established
communications tool seen as useful in building brand
awareness, brand image, and corporate image.

Park & Srinivasan (1994)

Both academic and business writers confirm the role
that sponsorship can play in building equity for the
brand.

Schifhan & Kanuk (1994)

In 1917, Jones defined the
Awareness-Interest-Desire-Actionmodel having four
distinct stages.

Aaker ( 1 996)

Brand awareness and image are integral to the idea of
brand equity.

Crimmins Sr Horn (1996)

Sponsorship improves the perception of a brand and
links a brand to an event or organization that targeted
customers already having high value impressions.

Table 2 (continued)
Researchers

Proposition and Findings

Quester (1997)

Promotion industry analysts find sponsorship popular
as a platform from which to build equity and gain
affinity with target audiences.

Cornwell & Maignan (1998);
Gwinner (1997)

Two most common reasons to arrange sponsorship are
to increase brand awareness and to
establisWstrengthen/change brand image.

Hoek, Gendall, Jeffcoat, &
Orsman (1997)

Sponsorship may generate a higher level of awareness
and may lead to the wider association with the brand.
Sponsorship could reinforce beliefs already retained
by consumers, but was unlikely to instill new beliefs,
and less likely to elicit filly new behavior patterns
(Empirical finding).

Rossiter & Percy (1997)

The best promotion in which marketers could engage
are those that reinforce a positive attitude toward the
brand.

Meenaghan (1998)

Achievement of the objective of increasing brand
awareness and brand image will mean that a
sponsorship is successful in strengthening and
shaping consumers' brand knowledge structures.

Cornwell& Maignan (1998)

Their study's finding is that sponsorship effects and
intentions are often contradictory.

Keller (1998)

Sponsorship serves as a brand-building tool because
the effectiveness of leveraging secondary brand
association.

Keller (1998)

One of the primary objectives of event sponsorship is
to contribute to brand equity.

Table 2 (continued)
Researchers

Proposition and Findings

Quester & Farrelly (1998)

For sponsorship to be most effective in terms of brand
impact, an association between the brand and the
event must be communicated, and performance
should be judged not on awareness or continuity
measures, but rather, in terms of the degree of
conversion through brand or company image
reinforcement (Empirical finding).

Gwinner & Eaton (1999)

When event and brand were matched on either an
image or functional basis, the transfer process was
enhanced.
Past research has examined the effectiveness of
awareness building strategies through a variety of
methods, but less research attention has focused on
brand image issues. It is predicted that an image of
sponsorship will transfer the event's image to a
brand's image (Empirical finding).

McDaniel & Mason (1999)

Respondents had significantly different attitudes
toward tobacco and alcohol product categories and
their use of sponsorship (Empirical finding).

Cornwell, Roy, & Steinard
(2001)

Sponsorships under active management could add
financial value to the brand and contribute to the
difficult task of differentiating a brand from its
competitors (Empirical finding)

Miyazaki & Morgan (2001)

Some empirical research reveals that some executives
do not believe the value of Olympic sponsorship.

Pham & Johar (2001)

Some studies have found that consumers perceive fit
or relatedness between the sponsor and the event
generally have more positive responses to a
sponsorship, including sponsor recognition, image
transfer and related degree from event to the brand,
adding financial value to the brand and favorability
toward sponsor.

Table 2 (continued)
Researchers

Findings

Gwinner & Swanson(2003)

Sponsorship has been normally conceptualized as a
promotional tool that had beneficial effects on
awareness, image and attitudes, rather than on sales.
Positive sponsorship outcomes might be present in
different types of consumers (Empirical finding).

Roy & Comwell(2003)

The cognitive processes examination has been a
central part of sponsorship inquiry.
A sponsor's brand equity was influential in
consumers' perceptions of sponsor-event congruence
(Empirical finding).

Effects of Brand Image and Corporate Sponsorship on Purchase Intention

Brand attitude represents a consumer's overall evaluation of a brand (Wilkie,
1986). The attitudes of consumers can be a major factor in determining whether or not to
purchase the product. Biel(1992) indicated that brand attitudes are central to the formation
of brand image or a consumer's set of attributes and associations about a brand that
determine how the brand is viewed. The market value of a brand is ultimately determined
by consumers' image of the brand.
Consumers' information processing is limited and decision making and judgments
are based on simplified product cues and symbolic associations (Poiesz, 1989). Abratte,
Clayton, and Pitt (1987) noted that sports sponsorship activities can create a unique
association between the sport event and the sponsor's product. The result of sponsorship
could raise spectators' positive attitudes toward sponsors (Mckeon, 1993). McDonald
(1991) indicated two product relevance approaches to sponsorship. One is direct process,
which occurs when the sponsor's products are used in the event. The other is the indirect
approach, which occurs when aspects of the sponsor's image correspond with a

sponsorship event. Sheth, Newman and Gross (1991) suggested five different values
relating to consumers' purchase decision of a particular brand. They are functional values,
social value, emotional value, epistemic value, and conditional value. The awareness and
image of sponsors have impacts on all or some of these five values in different ways (Pope,
1998).
Some evidence exists for accepting sales increases and customer purchasing as a
result of sponsorship. For example, Visa credit card conducted its own research, which
demonstrated an enlargement of market share after the 1988 Olympics Game, and Volvo
auto has realized six dollars in return for every dollar spent on its sport sponsorship
programs. In 1985, following Becker's first victory in the Wimbledon tennis game and its
backing, Puma's racket sales jumped 10 times over its 1984 sales (as cited in Pope, 1998).
In California, a Federal Bank offered team- themed checking accounts as part of
sponsoring one professional hockey team. The bank reported an increase of 2000 new
checking accounts and a 300 % return on this investment (Mason, 2005). Discussing how
the social alliance between a preferred sports team and fans affected purchase intention,
Madrigal (2001) suggested that higher levels of team identification among attendees of a
sporting event will result in positive intentions to purchase a sponsor's product. In 1987,
Gardner and Schuman proposed that attendees of sports events with higher incomes and
who are fifty years of age and older were more likely to purchase a brand product resulting
from sponsorship than younger individuals with lower incomes. In addition, 53 % of
respondents disclosed that a sport sponsorship makes them more likely to purchase the
sponsor's product. From the report of the International Event Group study found that 70
% of attendees at a blues festival could identify at least one sponsor. It is noteworthy that

94 % of participants indicated that when they saw a company sponsoring an event, they
developed a positive image toward this company. Additionally, 73 % of respondents
indicated that they would be more likely to buy the sponsor's products as a result of the
sponsorship (Mckeon, 1993). This literature confirms that corporate sponsorship of an
athletic event results in the creation of a positive brand image, increased sales, and
increased consumers' purchase intention.
Theoretical Framework

This research study investigated the effects of consumer perception toward event
sponsorship on purchase intention via consumer brand attitude. The theoretical framework
of this study is based on classical conditioning research in advertising. A model of
consumer responses of purchase intention to sponsorship and brand attitude linkages is
presented in Figure 1 (see page 48). The examination of consumer responses to event
sponsorship begins with consumers' perception of sponsorship. Speed and Thompson
(2000) adopted the classical conditioning framework and examined the effect of
consumers' attitudes about sport events, the sponsor-event fit, and attitude toward the
sponsor on their sponsorship response. Two of the variables in Speed and Thompson's
(2000) model were identified as independent variables in this study. They are consumers'
perceptions of the sponsor-event fit and consumers' attitude about the sponsor.
The second stage of this study denoted sponsorship stimuli by consumers and
variables that are hypothesized to influence sponsor's brand image. Academic researchers
(Chando, Wansink & Laurent, 2000; Gwinner, 1997; Meenaghan, 1983, 1991) and
practitioners both agree that sponsorship plays a very important role in building brand
equity (Keller, 1993). Furthermore, Cornwell, Roy and Steinard (2001) stated that brand

awareness, brand image and corporate image were categorized as the common elements
and cognitive responses of brand equity. Sponsor recognition is influenced by the linkage
of a brand with certain events. Additionally, recognition can be strengthened when a brand
is linked to its product or service. Another cognitive response from the processing of brand
and event linkages is the associations stimulated that comprise the corporate image a
consumer holds about a firm.Hence, this study utilized brand image to substitute for
consumers' sponsorship responses, which are dependent variables in Speed and
Thompson's (2000) model.
The final stage of this research of the leterature illustrated consumers' responses of
purchase intention resulting from exposure to event sponsorship via brand image.
Purchase intention is the consumers' tendency to act toward an object, which is generally
measured in terms of intention to buy the product or service. It has been noted that brand
equity will influence purchase intention (Cobb-Walgren et al., 1995). Cobb-Walgren et al.

(1995) also stated that higher brand equity will have more of a significant positive
influence on purchase intention. Thus, this study will further explore the impact of brand
image on purchase intention. The conceptual framework of this study is presented as
Figure 1.
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Figure I. Theoretical framework of study.

Research Hypotheses
Based on the aforementioned literature and theoretical framework, this study
developed seven hypotheses, listed as follows:

H1: A positive relationship exists between consumers' attitudes toward

the

sponsor and sponsor's brand image
H2: A positive relationship exists between consumers' perceptions of
sponsor-event fit and sponsor's brand image.

H3: A positive relationship exists between consumers' attitudes toward the sponsor
and purchase intention.
H4: A positive relationship exists between consumers' perception of sponsor-event
fit and purchase intention.

H5: A positive relationship exists between sponsor's brand image and purchase
intention.

H6: Consumers' attitudes toward the sponsor, consumers' perceptions

sponsor-event fit, sponsor's brand image were significant explanatory
variables of purchase intent.
H7: There are significant differences in consumers' attitudes toward the sponsor,
consumers' perceptions of sponsor-event fit, sponsor's brand image and
purchase intention according to socio-demographic characteristics.
Chapter Summary
This chapter presented a review of the constructs related to this study. A review of
the sponsorship literature reveal consumer responses to a sponsor, a sponsor's brand image
and sponsor-event linkages presented via sponsorship. A review of literature also exposed
that less research has been executed on target audience responses to sponsorship activities.
Sponsorship was viewed as a supplemental marketing communication tool and has
grown at a faster pace than traditional media advertising and sales promotion.
Sponsor-event fit was presented to explain a consumer's perception of congruence or fit
between sponsor and sponsorship event linage. Brand images were discussed as
perceptions about a brand which is organized in some meaningful way. Finally, consumer
responses to sponsorship activity were discussed in terms of how sponsorship can affect
consumer perceptions of a sponsor, a sponsor's brand image and sponsor-event linkages
and purchase intention.
Finally, this chapter proposed a conceptual framework and seven research
hypotheses. The conceptual framework described consumer responses to brand-event
linkages presented via sponsorship. The framework for consumers' perceptions of
sponsor-event fit and consumers' attitudes toward the sponsor will influence sponsors'

brand image. The final stage of this study illustrated consumers' responses of purchase
intention resulting from exposure to corporate sponsorship via a sponsors' brand image
and consumers' attitudes toward the sponsor and consumers' perceptions of sponsor-event
fit.

CHAPTER 3
RESEARCH METHODOLOGY
Research Design
A quantitative, non-experimental, and explanatory survey research design was used

to answer the research questions and test the hypotheses in this study. The design
examined the relationships among customers' attitudes toward the sponsor, customers'
perceptions of sponsor-event fit, a sponsor's brand image and purchase intention. Data
were collected using an instrument that was translated from English to Chinese. The
questionnaire was translated from English to Chinese and translated back into English in
order to ensure the accuracy of translation. A professional linguist was used to translate the
questionnaires to confirm that the content still had the same meaning as the original
questionnaire. A revised version of the questionnaire was prepared and served as the final
instrument used to gather data in this study.
Operational Definitions
Purchase Intention

The probability of the consumer's intention to buy a Uni-President Corporation.
branded product.
Consumers' Perceptions of the Sponsor-Event Fit

Consumers' attitude toward the pairing of the event and Uni-President Corporation,
and the degree to which the pairing was perceived as well matched or a good fit, without
any restriction on the basis used to establish fit.

Consumers' Attitudes Toward the Sponsor

Consumers' overall attitude toward Uni-President Corporation., consumers'
perceived sincerity of Uni-President Corporation, and consumers' perceived ubiquity of
Uni-President Corporation.
Brand Image

Consumers' general perceptions about a brand as reflected by products, brand
personality, and organizational associations of Uni-President Corporation.
Variables

The variables of this study are listed as follows:
Dependent Variable: Purchase intention
Independent Variable: (1) consumers' attitudes toward the sponsor; (2) consumers'

perceptions of sponsor-event fit; and (3) sponsor's brand image.
Instrumentation of Research
This study used a measurement scale adapted from previous studies (Speed &
Thompson, 2000; Aaker, 1996; Rogers, 2004) which was assessed for validity and
reliability as well as the model developed specifically for this study. This research utilized
a closed-ended questionnaire style to enable a greater number of uniform responses and
would ultimately be easier to control (Babbie, 2001). Demographic information was
collected from respondents to indicate their genders, ages, monthly incomes and
induslry/occupations. Responses were on a five point Likert- type scale, ranging from: 1
"Strongly Disagree," 2 for "Somewhat Disagree," 3 for "Agree," 4 for "Strongly Agree,"
and 5 for "Very Strongly Agree." The survey questionnaire is shown in Appendix C.

Purchase Intention

The consumer's purchase intention was used as the ultimate dependent variable in
this study. According to Fishbein's theory of reasoned action, purchase intention serves as
the mediator between consumers' attitude toward a product and their actual purchase
behavior (as cited in Kim & Pysarchik, 2000). Gruber (1971) suggested that intention
provides a link between consumers' reactions to products and use or acquisition of the
product. Thus, intention has been used in studies as an alternative measure to consumers'
response of purchase behavior. Scale items used to measure customer response of
purchase intention were adopted from Rodgers's (2004) purchase intent scale and used for
measuring the relationships between sponsor relevance and intended behavioral effects.
This study showed a strong fit between the scale of three items and factor model, producing
a Cronbach Alpha of .73. Three items were used in this study and were revised as listed
below to refer to a particularly brand item:
1. The Lions team sponsorship makes me want more information about

Uni-President products
2. The Lions team sponsorship makes me interested in Uni-President products.
3. The Lions team sponsorship would make me likely to purchase Uni-President

product.
Measures of consumers' attitudes about their perceptions of the sponsor-event fit
and consumers' attitudes about the sponsor were adopted from the measures in Speed and
Thompson's (2000) study. All key criteria for construct validity were satisfied for these
two variables in their study.

Consumers' Attitudes Ttoward the Sponsor

Consumers' attitudes toward the sponsor were measured using three dimensions
from Speed and Thompson's (2000) study: attitude toward the sponsor, perceived
sincerity, and perceived ubiquity. The Cronbach alpha were 0.85-0.97. To measure
respondents' attitudes toward the sponsor, Speed and Thompson's (2000) study adopted
"attitude toward the advertiser" semantic differential scale from Bruner and Hensel's
(1992) scale. Four items with 7-point scales were used. Respondents were asked the
following: "Thinking about (company name), please evaluate this company by selecting
the point on each scale that best represents your attitude to the company." In this study four
items were utilized as a measurement of attitude toward the sponsor. They were:
1. I think Uni-President is a good company.
2. I like Uni-President Company.
3. I think that Uni-President makes good products.

4. I think that Uni-President has good business practices.
The items of sincerity of the sponsor were framed as statements about the sponsor's
motivation (altruism versus commercial), and likely behavior. Based on Speed and
Thompson's (2000) study, the following three items were used to measure this element:
1. The main reason Uni-President is involved in the event is because the sponsor
believes the event deserves support.
2. Uni-President would be likely to have the best interests of the sport at heart.
3. Uni-President would probably support the event even if it had a much lower

profile.

The items of ubiquity of the sponsor were constructed as a statement about the
sponsorship activities undertaken by the sponsor and the degree of focus. Three items out
of Speed and Thompson's scale were adopted for the questionnaire, which are:
1. Uni-President sponsors many different sports.

2. I feel it is common to see Uni-President sponsor sports events.
3. I expect Uni-President to sponsor major events.

Consumers' Perceptions of Sponsor-Event Fit

The sponsor-event fit was measured with a four-item, 7-point Likert-type scale
similar to that used in Speed and Thompson's (2000) study. The scale had a reported
Cronbach alpha of 0.95. To avoid implying any particular basis for fit, the items of fit were
referred to as similarity, logical contact, and making sense. Four items were employed in
this study. They were:
1. There is a logical connection between the Lions baseball team and

Uni-President.

2. The image of the Lions baseball team and the image of Uni-President are
similar.
3. Uni-President and the Lions baseball team fit together well.
4. It makes sense to me that Uni-President sponsors this event.

Sponsor's Brand Image

The variables used to measure brand image were adopted from Aaker's work
(1996). Aaker (1996) proposed that brand image was measured by examining
differentiation, organizational associations, brand personality, and value. The value
perspective provides a summary indicator of the brand's success at creating a value

proposition. Brand personality measure provides a link to the brand's emotional and
self-expressivebenefits as well as a basis for customerhrand relationships and
differentiation. An organizational association measure provides the specific organizational
characteristics. The differentiation measure is a supplement of three brand association
measures and is an indicator of the brand's ability to achieve differentiation (Aaker, 1996).
Basically, consumers' general perceptions of brand image were associated with the brand
name (Martinez & de Chernatony, 2004). The effects of the general brand image were not
only connected with product associations with the brand, but also facilitated the extension
of the brand into unrelated product categories.
In this study, four items were employed and re-worked to measure the sponsor's

general brand image. The items used are listed below:
1. Uni-President brand exhibits good value for the money.

2. I have a clear image of the type of person who would buy Uni-President
products.
3. I trust the Uni-President brand.

4. The quality of Uni-President brand is different from the quality of competing
brands.
Population and Sampling Plan
Population

In this study, the target population was Taiwanese consumers who had the ability to
identify sponsorship and brand, and to make purchase decisions. The accessible
population was limited to Taiwanese audience leaving Tainan Baseball Stadium, Taiwan,

after attending a baseball game played by the Uni-President Lion team, which was one
team in the Chinese Professional Baseball League.
Eligibility Criteria and Systematic Sampling
Eligibility Criteria

1. The Taiwanese audience attended a baseball game played by the Uni-President
Lion team, which was one team in the Chinese Professional Baseball League.
2. Selected members of the audience agreed to participate in this study and to

complete a close up space questionnaire.
3. Audiences were Taiwanese citizens who were 18 years or older and were able to

read, write, and speak the Chinese language.

4. Respondents were contacted outside Tainan Baseball Stadium in a public area.
Systematic Sampling

The sample was selected from audience who attended a baseball game at Tainan
Baseball Stadium, using systematic sampling. In social science research, if the population
frame is large, and a listing of the elements is conveniently available at one place, then a
systematic sampling procedure will have the advantage of ease and speed in developing the
sample. The systematic sampling design involves drawing every nth element in the
population starting with a randomly chosen element between 1 and n (Sekaran, 2003). In
this study, systematic sampling was used in selection of every lotheligible person about to
leave the stadium until the lowest limited samples were obtained. If the 1othperson did not
choose to participate in this study, the researcher selected the next person. The researcher
continued to count every 1othperson from the last person who was chosen to participate.

Data Collection Procedure

The data collection process began the informed Consent Procedures, participants
were provided an explanation of the study. If the subject agreed to participate, the
researcher presented the survey form on a clip board to the subject, and moved away so the
subject could complete the survey in private. Anonymity was preserved in this study.
Participants' answers were kept confidential and personal information will not be revealed.
To ensure anonymity, survey forms were completed in private, and the respondents placed
their survey into a sealed cardboard box through an open slot.
Methods of Data Analysis

Statistical analyses techniques were used for probing the objectives of this study.
Analyses were conducted using the Statistical Package for the Social Sciences (SPSS)
version 11.5 on a personal computer. Data analyses methods used included descriptive
statistics analysis, factor analysis, reliability analysis, convergent validity analysis, and
regression analysis.
Participants' demographic information was analyzed using frequency and
percentage. Factor analysis was used to decide whether the 2lvariables of this study
selected for the study load on their proposed constructs. Also, factor analysis was used to
examine whether the number of variables could be reduced into vital factors.
Reliability analysis was conducted to test the reliability of each factor. In addition
to determining the Cronbach alpha, item-total correlation of variables was utilized to
confirm the internal consistency among variables as an indicator of examination (Leech,
Barrett & Morgan, 2004).

Regression analysis was applied to examine the presumed hypotheses of casual
relations between constructs. In this study, multiple regression models were performed to
investigate the nature and degree among the dependent variable and independent variables.
Adjusted R square was presented at the end of each regression model to show the
explanatory ability of independent variables. F value is an indictor that was used to test if
the overall independent variables significantly influence the dependant variable in the
regression model.
The independent sample t-test was used to compare the mean dimension scores for
variables (consumers' attitudes toward the sponsor, consumers' perceptions of
sponsor-event fit, sponsor's brand image and purchase intention) in this study. ANOVA
statistics were used to examine difference of respondents' socio-demographic
characteristics in consumers' attitudes toward the sponsor, consumers' perceptions of
sponsor-event fit, sponsor's brand image and purchase intention.
Chapter Summary
Chapter 3 presented the research methodology that addressed the research
hypotheses about relationships among consumers' attitudes toward the sponsor,
consumers' perceptions of sponsor-event fit, sponsor's brand image, and purchase
intention. This chapter contained a description of the research design, instrumentation,
(

population, the sampling plan, data collection procedure, methods of data analysis.

CHAPTER 4
RESULTS

This chapter provides the results of the statistical tests conducted for this study.
The results are presented in two primary sections. The first section includes the response
rate and descriptive statistics which analyzed the demographc characteristics of the
sample. The second section describes the results of hypotheses testing.
Response Rate

Data was collected from adult audiences that attended a baseball game played by a
professional baseball team in Tainan, Taiwan. Respondents were asked upon leaving the
baseball stadium to voluntarily participate in this study. Two hundred and seventy
questionnaires were distributed through out eight games. A total of 246 were collected,
and 235 questionnaires were deemed usable for statistical analyses. Eleven surveys were
excluded from data analysis procedures because respondents failed to properly complete
the questionnaires, thus the adjusted response rate for this study was 95.2% (n=235).
Demographic Characteristics of the Sample

Gender
Of the 235 respondents, 156 were male and 79 were female (see Table 3). The ratio
of both genders was 66.4% and 33.6% respectively. Male respondents outnumbered
females by about 33 percents. The response rate of this study can be compared to that
reported by Madrigal's (2000) study which researched the social alliance with sports teams
on intentions to purchase corporate sponsors' product, which resulted in the response of
678 respondents, of whom 63% were male and 37% were female. The majority of
respondents to this study were also males by a 2 to 1 ratio.

Descriptive Statistics of Gender

Gender
Female
Male
Total

Frequency
79
156
235

Percent
33.6
66.4
100.0

Valid Percent
33.6
66.4
100.0

Cumulative Percent
33.6
100.0

With regard to the age of the respondents, the majority of respondents were young
adults. Those who were between 21 and 30 years old comprised 152 participants and
represented 64.7% of the sample. The second major group of respondent ages was
between 3 1 to 40, which comprised 56 (or 23.8%) participants (see Table 4). In Madrigal's
(2000) study, by contrast, the majority of respondents were middle age adults, with a mean
age of 43.
Table 4
Descriptive Statistics of Age

Age
under 2 1
21-30
3 1-40
41-50
above 50
Total

Frequency
6
152
56
18
3
235

Percent
2.6
64.7
23.8
7.7
1.3
100.0

Valid Percent
2.6
64.7
23.8
7.7
1.3
100.0

Cumulative Percent
2.6
67.2
91.1
98.7
100.0

Monthly Income
As shown in Table 5, sixty-six of the study's respondents indicated that their
monthly income was between NT$25,001-35,000 (28.1%), 59 of the respondents
indicated their monthly income was between NT$ 15,001-25,000 (25.1%), thirty- one of
respondents indicated their income was below NT$ 5,000 (13.2%), twenty- nine of the
respondents indicated their monthly income was between NT$ 5,001-15,000 (12.3%),

further twenty- eight of the respondents indicated their monthly income was between NT$
35,001-45,000 (1 1.9%), and twenty- two of the respondents indicated their monthly
income was above NT$45.000 (9.4%). By contrast, according to the report of the
Directorate-General of Budget, Accounting and Statistic of Taiwan (2005), the average
monthly income of Taiwanese citizens was NT$ 37.700 in 2004. Thus, it can be inferred
that most of the respondents in this study were young adults and students, who are usually
included in low-income groups.
Table 5
Descriptive Statistics of Monthly Income

Monthly Income
Below NT$5000
NT$5000-15000
NT$15001-25000
NT$25001-35000
NT$35001-45000
Above NT$45000
Total

Frequency
31
29
59
66
28
22
235

Percent
13.2
12.3
25.1
28.1
11.9
9.4
100.0

Valid
Percent
13.2
12.3
25.1
28.1
11.9
9.4
100.0

Cumulative Percent
13.2
25.5
50.6
78.7
90.6
100.0

Educational Level

With regard to respondents' educational levels, results indicated that respondents
with college degrees were largest group of baseball audiences (47.2%). As shown in Table
6,47.2 % were college graduates, 29.4% graduated from junior college, 17.9% were high
school graduates, 3.4% were below junior high school, and 2.1% were graduate school or
above. The educational level of respondents in this study can be compared to that of
McDaniel and Mason's (1999) study of public opinion toward sponsorship of sporting
events, which reported 66% respondents that had attended at least some college, with 37%
having an undergraduate degree or higher.

Descriptive Statistics of Educational Level

Educational Level
Frequency Percent
8
3.4
Junior high school or below
High school
42
17.9
Junior college
69
29.4
College
111
47.2
Graduate school or above
5
2.1
Total
23 5
100.0

Valid
Percent
3.4
17.9
29.4
47.2
2.1
100.0

Cumulative
Percent
3.4
21.3
50.6
97.9
100.0

In terms of industry/occupation of the respondents, 20.9% indicated that they were
currently students, 18.7% service industry workers, 14.9% manufacturing workers (14.9%),

13.6% banking or insurance workers, 13.2% electronic information industry workers,
8.1% business trading workers, 5.1% others, 3.4% government organization workers, and
2.1% educational industry employees (see Table 7). By contrast, Madrigal's (2000) study
reported that none of their respondents were students currently enrolled in school.
Table 7
Descriptive Statistics of Industry/Occupation

Industry/Occupation
Frequency
49
Student
Manufacturing
35
Banking or insurance
32
Electronic information
31
Government organization
8
Business trading
19
Education
5
Service
44
Others
12
Total
235

Percent
20.9
14.9
13.6
13.2
3.4
8.1
2.1
18.7
5.1
100.0

Valid
Percent
20.9
14.9
13.6
13.2
3.4
8.1
2.1
18.7
5.1
100.0

Cumulative
Percent
20.9
35.7
49.4
62.6
66.0
74.0
76.2
94.9
100.0

Factor Analysis

Since the instrument was adapted from previous research (Aaker, 1996; Rodgers,
2004; Speed & Thompson, 2000), validity and reliability were assessed. Convergent
validity was employed to determine whether the scale factors grouped into their constituent
categories. Factor analysis can capitalize on measuring latent variables. The main
objectives of factor analysis were twofold. One was to reduce the number of variables, and
the other was to measure the correlation structure in order to classify these variables.
In this study principal components factor analyses was performed to verify the
dimensionality of constructs. The Rotated Component Matrix is presented as Table 8
Principal components factor analysis with varimax rotation was conducted to assess the
underlying structure for the ten items (A-S 1-4; S-S 1-3; U-S 1-3) of the respondents
attitudes toward the sponsor. The items clustered into three groups defined by high
loadings. Three components were requested, based on three construct that the items were
designed to index: attitude toward the sponsor, perceived sincerity, and perceived ubiquity.
The Sponsor-Event Fit scale (items E-F 1-4), Brand Image scale (items B I 1-4) and the
Purchase Intention (item P I 1-3) by using principal component analysis and rotated by
varimax method with the Kaiser Normalization method. The result indicated that the items
were sorted from each component with the highest factor weight.

Rotated Component Matrix

Component
1
.780
.780
.774
.692

A S4
A-S2
A-s3
A ~ 1S
B-I3
B-I4
B I1
B-12
.446
~ 3 2
P-I1
P I3
E-~4
~ 1 ~ 3
E-F 1
E F2
s s1
ss2
S S3
~ 1 ~ 2
U-S 1
U S3

2

3

4

5

6

.304
.319
.798
.750
.686
.624

.375
.310
.836
.820
.793
.727
.712
.655
.585

.458

.317
.430
.771
.75 1
.572
.357
.330

.380
.718
.705
.561

Note. Extraction Method: Principal Component Analysis. Rotation Method: Varimax with Kaiser
Normalization.

Reliability
In reliability testing, corrected item-total correlation and Cronbach alpha were

performed to compute internal consistency and reliability. Corrected item-total correlation
is the correlation of each specific item with the sumltotal of the other items in the scale. If
this correlation is moderately high or high, .40 or above, the item is probably correlated
with most of the other items and will make a good component of this summated rating scale
(Leech et a]., 2004). Table 9 illustrates the factors' patterns in each construct. With regard
to the respondents' attitude toward the sponsor, each of four variables in the "attitude
toward the sponsor" factor has a viable item-total correlation above 0.629. With regard to

"perceived sincerity" factors, each of three variables has item to total correlation above
0.566. In "perceived ubiquity" factors, each of three variables has item to total correlation
above 0.545.
With regard to sponsor-event fit, only one factor was extracted and named
"sponsor-event fit". The item to total correlation of each variable was above 0.623. With
regard to brand image, one factor was extracted with same name, and each of four variables
has item to total correlation above 0.758. Purchase intention also had only one factor
named "Purchase Intention." For this factor, the item-total correlations of variables were
all above 0.740.

Factor Patterns of Variables

Construct
Attitude toward the sponsor

Factor Names and Items
Attitude toward the sponsor
A S1

AS^

A S3
A-S4
perceived sincerity
S-S 1
S S2

SIS~

Sponsor-event fit

Brand image

Purchase intention

Perceived ubiquity
U-S 1
U-S2
U-s3
Sponsor-event fit
E F1
~ 1 ~ 2
E-F3
E F4
Brandimage
B I1
~112
B I3
B-14
~urchas'intention
P-I1
P I2
P-13
-

Corrected Item-Total
Correlation

.633
.681
,637
,629
.566
.634
.621
.664
.673
.545
.623
.668
.684
.646
.769
.795
.796
.758
315
330
.740

Reliability was used to indicate the extent to which the different items, measures, or
assessments were consistent with one another and the extent to which each measure is free
from measurement error. Cronbach alpha is the most commonly used type of internal
consistency and typically used on Likert-type items. Cronbach Alpha results for all of the

study's constructs exceed the recommended criterion of 0.70 (Nunnally, 1978), and,
therefore, were considered reliable. The results are presented in Table 10.
Table 10

Cronbach Alpha Results
Variables
Attitude toward the
Sponsor
Sponsor-Event Fit
Brand Image
Purchase Intention

Cronbach's Alpha
0.890

N of Items
10

0.828
0.902
0.895

4
4
3

Hypothesis Testing

This section describes the data analysis procedures used to test the hypotheses
presented in the proposed conceptual framework. For each hypothesis, a discussion of
analysis and findings are presented. A restatement of the hypotheses is provided in Table
8. As a detailed discussion in Chapter 3, the measurement scales used for data collection
were found to have acceptable reliability. Scale means were utilized to form the hypothesis
testing reported in this section. Finally, the values from the hypotheses testing were
explored to determine whether the research hypotheses were supported by the data beyond
the level of .001 in correlation and significant at the .05 level in regression analyses.
Correlation

Correlations are inferential statistics that are used to assess the association or
relationship between two variables. Pearson Product Moment Correlation (r) is a bivariate
parametric statistic, also known as Pearson correlation coefficient, used when both
variables are approximately normally distributed. In this study, correlation analysis was
calculated for each hypothesis tested. The first hypothesis was tested to see if a correlation
existed between the respondents' attitude toward the sponsor and sponsor's brand image.

These results are presented in Table 11. Further, these results suggested that there was a
positive correlation between respondents' attitudes toward the sponsor and brand image
(r=0.608,p=0.000). This finding supports Stipp and Schiavone's (1996) study which
suggested that general attitudes toward the sponsor were also positively associated with
responses of the sponsorship sponsor.
Table 11
Correlation Matrix: Attitudes Toward the Sponsor and Brand Image
ATT
Pearson Correlation
Attitude toward the
sponsor
Sig. (1-tailed)
Brand Image
Pearson Correlation
.608(***)
.OOO
Sig. (1-tailed)
*= <.05, **= <.()I,***= <.(lo1

Image
.608(***)
.OOO
1

The second hypothesis was tested to determine if a positive correlation existed
between the sponsor-event fit and the sponsor's brand image. The results are presented in
Table 12 and they indicate that there is a positive correlation between sponsor-event fit and
brand image (r=0.492,p=0.000). These results support Roy and Cornwell's (2001) study
which found that sponsorship appears to be more effective at enhancing a firm's brand
image when the respondents that attend sponsored events perceive a strong congruence
between the sponsor and sport event.
Table 12
Correlation Matrix: Sponsor-Event Fit and Brand Image
Pearson Correlation
Sig. (1-tailed)
Brand Image
Pearson Correlation
Sig. (1-tailed)
*= <.05, **= <.01, ***= <.001
Sponsor-Event Fit

FIT
1
.492(***)
.OOO

Image
.492(***)
.OOO
1

The third hypothesis was tested to determine if a positive correlation between
attitude toward the sponsor and purchase intention existed. The results are presented in
Table 13 and indicate that there is a positive correlation between attitude toward the
sponsor and purchase intention (i=0.529,p=0.000). The results were also consistent with
Cornwell, Pruitt, & Van Ness's (2001) study which revealed that the efficiency of
sponsorship of an event influences purchase intention.
Table 13
Correlation Matrix: Attitudes Toward the Sponsor and Purchase Intention
ATT
Purchase
Attitudes toward the
Pearson Correlation
.529(***)
1
Sponsor
Sig. (1-tailed)
.OOO
Purchase Intention
Pearson Correlation
.529(***)
1
Sig. (1-tailed)
.OOO
*= <.05, **=<.()I,***= <,001
The fourth hypothesis was tested to determine if a positive correlation existed
between sponsor-event fit and purchase intention. The results are presented in Table 14,
and indicate there is a positive correlation between sponsor-event fit and purchase
intention (~0.498,p=0.000).These findings support Speed and Thompson's (2000) study
that found that purchase intentions of respondents were stronger when they had higher
perceptions of the fit or relatedness between the sponsor and event.
Table 14
Correlation Matrix: Sponsor-Event Fit and Purchase Intention
FIT
Pearson Correlation
1
Sponsor-Event Fit
Sig. (1-tailed)
Purchase Intention
Pearson Correlation
.498(***)
Sig. (1-tailed)
.OOO
*= <.05, **= <.()I, ***= <.(lo1

Purchase
.498(***)
.OOO
1

Hypothesis 5 was tested to determine if there was a relationship between brand
image and purchase intention. The results are presented in Table 15 and they indicate that
there is a positive correlation between sponsor-event fit and brand image ( ~ 0 . 5 2 8 ,
p=0.000). The findings were also consistent with Keller's (1993) findings of benefits
resulting from higher levels of brand awareness and positive brand image which ultimately
increased the probability of brand choice.
Table 15

Correlation Matrix: Brand Image and Purchase Intention
Image
Brand Image
Pearson Correlation
1
Sig. (1-tailed)
Purchase Intention
Pearson Correlation
.528(***)
.OOO
Sig. (1-tailed)
*= <.05, **= c.01, ***= <.001

Purchase
.528(***)
.OOO
1

Hypothesis 6 was tested the relationships among three independent variables
(consumers' attitude toward sponsorship, sponsor-event fit, and sponsor's brand image)
and one dependent variable (purchase intention) in this study. The null hypotheses were
tested at significance level of 0.01. Correlation analysis was used to test all of the study's
variables. The correlation matrix is presented in Table 16 and they indicate that there is a
positive correlation among theses variables.
Table 16

Correlation Matrix of Consumers 'Attitudes Toward the Sponsor, Consumers 'Perceptions
of Sponsor-Event Fit, Sponsor's Brand Image, and Purchase Intention
ATT
FIT
Image
Purchase
ATT
.624(***)
.608(***)
.529(***)
FIT
.492(***)
.498(***)
BI
.528(***)
PI
*= <.05, **=<.()I,***= <.001
Note. ATT= Attitude toward the sponsor; FIT= Sponsor-Event Fit; BI= Brand Image; PI= Purchase
Intention.

Research Hypothesis 1

Hypothesis 1-5 was tested by simple regression, Hypothesis 6 was tested by using
multiple regression, and Hypothesis 7 was tested by independent t- test and ANOVA.
Multiple regression is a form of complex associational statistical methods and is conducted
to determine the best linear combination of variables.
Table 17 summarize these results and suggest that 36.7% of the variance in brand
image can be predicted from the attitudes of the respondents toward the sponsor.
Table 17
Model Summary: Simple Regression of Attitudes Toward the Sponsor and Brand Image
Model
1

R
.608(a)

R Square
.370

Adjusted R Square
.367

Std. Error of the Estimate
.715

a Predictors: (Constant), ATT

Additionally, the regression results (Table 18) indicated that there is a significant
(p< .001) effect of attitude toward the sponsor on brand image.

Table 18
Regression Testing: Attitudes Toward the Sponsor and Brand Image
Sum of
Mean
F
Model
Squares
df
Square
1
Regression 70.083
1
70.083
136.899
Residual
119.279
233
.512
Total
189.362
234

Sig.
.OOO(a)

a Predictors: (Constant), ATT
b Dependent Variable: BI

The regression coefficients in Table 19 showed the .608 beta is significant at
p< .001, indicating the attitude toward the sponsor significantly contributes to the equation.
This finding also supported Speed and Thompson's (2000) study which found that
perceived attitudes toward the sponsor were critical for generating consumers' favorable
attitudinal and behavioral'responses toward the event sponsorship.

Table 19
Regression CoefJicientsfor Regression Testing: Attitudes Toward the Sponsor and Brand
Image
Unstandardized
Standardized
Model
Coefficients
Coefficients
t
Sig.
B
Std. Error
Beta
1
(Constant) 1.025
.241
4.259
.OOO
ATT
.709
.061
.608
11.700
,000
a Dependent Variable: BI

Research Hypothesis 2
Table 20 revealed that the adjusted R squared value was .24. This indicated that

24% of the variance in brand image was explained by the model.
Table 20
Model Summary: Simple Regression of Sponsor-Event Fit and Brand Image
R
R Square Adjusted R Square
.492(a)
.242
.239

Model
1

Std. Error of the Estimate
.785

a Predictors: (Constant), FIT

Table 21 indicated that the variable sponsor-event fit was supported by the data
(p< .001) and predicted the dependent variable (brand image).

Table 2 1
Regression Testing: Sponsor-Event Fit and Brand Image
Sum of
Model
Squares
df
Mean Square
1
Regression
45.782
1
45.782
Residual
143.580
233
.616
Total
189.362
234
a Predictors: (Constant), FIT
b Dependent Variable: BI

F
74.295

Sig.
.000(a)

Table 22 presents the standardized regression coefficient, which was positive, R

=.492, and supported by the data (t=8.61,p=.OO), which also supported Hypothesis 2.
These findings support Gwinner and Eaton's (1999)study that suggested that congruence
between sponsor and event is a component of brand image.
Table 22
Regression Coefjcientsfor Regression Testing: Sponsor-Event Fit and Brand Image
Unstandardized
Standardized
Model
Coefficients
Coefficients
t
Sig.
B
Std. Error
Beta
1
(Constant) 1.783
.238
7.490
.OOO
FIT
.523
.061
.492
8.619
.OOO
a Dependent Variable: Brand Image

Research Hypothesis 3

Hypothesis 3 proposed a positive effect of attitude toward the sponsor on purchase
intention. The model summary presented in Table 23 revealed that the multiple correlation
coefficient (R),using the predictor (Attitude toward the sponsor ) was .529 and the adjusted

R square was .277, which indicated that 27.7% of the variance in purchase intention can be
predicted by the individuals that attended baseball games where the team was sponsored by
a major corporation.
Table 23
Model Summary: Simple Regression ofAttitudes Toward the Sponsor and Purchase
Intention
Model
1

R
.529(a)

R Square
.280

Adjusted R Square
.277

Std. Error of the Estimate
376

a Predictors: (Constant), ATT

Table 24 reveals the results for regression, and it appears that there is a significant
(p< .001) effect of game attendees' attitude toward the sponsor on purchase intention.

Regression Testing: Attitudes Toward the Sponsor and Purchase Intention
Sum of
F
Model
Squares
df
Mean Square
1
Regression
69.463
1
69.463
90.488
Residual
178.861
233
.768
Total
248.323
234

Sig.
.OOO(a)

a Predictors: (Constant), ATT
b Dependent Variable: PI

The regression coefficients in Table 25 revealed the .529 beta was significant at the
p< .001 level, which indicated the attitude of game attendees toward the sponsor was
supported by the data. These findings were also consistent with McKeon's (1993) study
which found that the attitude toward sponsors could be improved as a result of sponsorship.
Table 25
Regression Coefficientsfor Regression Testing: Attitudes Toward the Sponsor and
Purchase Intention
Unstandardized
Standardized
Model
Coefficients
Coefficients
t
Sig.
B
Std. Error
Beta
1
(Constant)
.561
.295
1.902
.OOO
ATT
.706
.074
.529
9.5 13
.OOO
a Dependent Variable: PI

Research Hypothesis 4

Hypothesis 4 was created to determine if sponsor-event fit would be related to
purchase intention. Table 26 revealed that the model had an adjusted R square of .245,
which indicated that 24.5% of the variance in purchase intention was predicted from
sponsor-event fit.

Table 26
Model Summary: Simple Regression of Sponsor-Event Fit and Purchase Intention

R Square
R
.498(a)
.248

Model
1

Adjusted R Square
.245

Std. Error of the Estimate
395

a Predictors: (Constant), FIT

Table 27 reveals the results for regression, and appears that there is a significant
(p< .001) effect of game attendees' perceptions of sponsor-event fit on purchase intention.

Table 27
Remession test in^: Saonsor-Event Fit and Purchase Intention
Mean
Model
Sum of Squares
df
Square
1
Regression
61.529
1
61.529
Residual
186.794
233
302
Total
248.323
234

F
76.749

Sig.
.000(a)

a Predictors: (Constant), FIT
b Dependent Variable: PI

Table 28 lists the results of the regression coefficients. Regression analysis
revealed that the data supported a positive significant difference in the sponsor-event fit
and purchase intention by event attendees. The beta was .498, with significant at thep
< .001 level. Additionally, Table 28 revealed Theses findings supported Pham and Johar's

(2001) study results which revealed that consumers who perceived a sponsor-event fit
generally have a more positive response toward the sponsor's image and perceived
financial value.

Table 28
Regression CoefJicientsfor Regression Testing: Sponsor-Event Fit and Purchase
Intention
Unstandardized
Standardized
Model
Coefficients
Coefficients
t
Sig.
B
Std. Error
Beta
1
(Constant) .987
.272
3.636
.OOO
FIT
.607
.069
.498
8.761
.OOO
a Dependent Variable: PI

Research Hypothesis 5

Hypothesis 5 proposed that there was a relationship between brand image and
purchase intention. Table 29 revealed that the model had an adjusted R square of .276,
which indicated that 27.6% of the variance in purchase intention was predicted from
sponsor's brand image.
Table 29
Model Summary: Simple Regression of Brand Image and Purchase Intention
Model
1

R Square
R
.528(a'l
.279
\

,

Adjusted R Square
.276

Std. Error of the Estimate
377

a Predictors: (Constant), BI

Table 30 reveals the results for regression, and appears that there is a significant
(p< .001) effect of sponsor's brand image on purchase intention.

Table 30
Regression Testing: Brand Image and Purchase Intention
Mean
Model
Sum of Squares
df
Square
1
Regression
69.273
1
69.273
Residual
179.051
233
.768
248.323
234
Total
a Predictors: (Constant), BI
b Dependent Variable: PI

F
90.145

Sig.
.000(a)

Table 3 1 revealed the model coefficients of the regression analysis where brand
image was the independent variable and purchase intention was the dependent variable.
Table 3 1 showed the standardized regression coefficient for the purchase intention was
positive and supported by the data (b=.528, t= 9.494,~=.000).The model's adjusted
r-square was .276 (refer to Table 29), which indicated approximately 28 percent of the
variance was explained by the brand image of the sponsor. These results also supported
Sheth, Newman and Gross's (1991) study which suggested that consumers' brand image of
sponsors had an impact on consumers' purchase decision of a particular brand.
Table 3 1
Regression Coeficientsfor Regression Testing: Brand Image and Purchase Intention
Unstandardized
Standardized
Model
Coefficients
Coefficients
t
Sig.
B
Std. Error
Beta
.248
4.114
.OOO
1
(Constant) 1.020
BI
.605
.064
.528
9.494
,000
a Dependent Variable: PI

Research Hypothesis 6

Hypothesis 6 proposed that consumers' attitudes toward the sponsor, consumers'
perceptions of sponsor-event fit, sponsor's brand image were significant explanatory
variables of purchase intention. Table 32 revealed an adjusted R squared value of .367.
This finding suggested that 37% of the variance in purchase intention was explained by the
model.
Table 32
Model Summavy: Multiple Regression ofAttitudes Toward the Sponsor, Sponsor-Event Fit,
Brand Image, and Purchase Intention

Model
1

R
R Square
.613(a)
.375
,,

a Predictors: (Constant), BI, FIT, ATT

Adjusted R Square
.367

Std. Error of the Estimate
.819

Additionally, Table 33 showed that the combination of these variables were
predicted by the dependent variable (purchase intention) at thep<.05 level. Additionally,
the combination of variables (attitude toward sponsor, sponsor-event fit and brand image)
significantly predicted purchase intention by event attendees and revealed, an F value of
42.286,~<.05,which indicated that all three variables were significantly related

Table 33
ANOVA Tablefor Regression Testing: Attitudes Toward the Sponsor, Sponsor-Event Fit,
Brand Image, and Purchase Intention
Model
Sum of Squares df
Mean Square
F
Sig.
1
Regression
93.229
3
3 1.076
46.286
.OOO(a)
Residual
155.094
23 1
,671
Total
248.323
234
a Predictors: (Constant), BI, FIT, ATT
b Dependent Variable: PI

The beta weights (refer to Table 34) suggested that brand image (.29) contributed to
purchase intention, as well as sponsor-event fit and attitudes of event attendees of the
sponsor were also predictors also contributed to this hypothesis. Findings from these
results support prior sponsorship research (Madrigal, 2000; Pham & Johar, 2001; Speed &
Thompson, 2000) that found a positive relationship among these variables.
Table 34
Regression Coeficients for Regression Testing:
Toward the Sponsor, Sponsor-Event Fit, Brand Image, and Purchase Intention
Unstandardized
Standardized
Model
Coefficients
Coefficients
t
B
Std. Error
Beta
1
(Constant)
-.082
.297
-.275
ATT
.283
.lo0
.212
2.835
FIT
.268
.083
.220
3.222
BI
.333
.076
.291
4.372
a Dependent Variable: PI

Attitudes

Sig.
.783
.OOO
.OOO
.OOO

Hypothesis 7
Hypothesis 7 proposed that there are significant differences in consumers' attitudes
toward the sponsor, consumers' perceptions of sponsor-event fit, sponsor's brand image
and purchase intention for socio-demographic characteristics.

A t-test is often used to investigate the difference between two unrelated or
independent groups. In this study, the independent sample t-test was used to compare the
mean dimension scores for variables (consumers' attitudes toward the sponsor, consumers'
perceptions of sponsor-event fit, sponsor's brand image and purchase intention), according
to gender (males and females). The result of the t-test showed a significant difference

(p=.004) in sponsor's brand image with regard to gender (Table 35). Females scored
higher than males in all four variables. For both male and female, consumers' attitudes
toward the sponsor was the highest rated variable, and purchase intention was the lowest
rated variable.
Table 35
Comparison of the Mean Scores for Consumers ' Attitudes toward the Sponsor,
Consumers' Perceptions of Sponsor-Event Fit, Sponsor's Brand Image and Purchase
Intention According to Gender: Independent t- tests (N=235)
variable
Male
Female
Mean
Mean
t
P
ATT
3.87
3.95
1.95
0.835
FIT
3.83
3.84
0.78
0.149
BI
3.71
3.94
2.14
0.004
PI
3.30
3.33
0.78
0.062

ANOVA statistics using a five group comparison of age (under 21, between 21 to
30, between 31 to 40, between 41 to 50, and above 50), a six group comparison of monthly
income (below 5,000, between 5,001 to 15,000, between 15,001 to 25,000, between 25,001
to 35,000, between 35,001 to 45,000, and above 45,000), a five group comparison of

education level (Junior high school or below, high school, junior college, college, and
graduate school or above), and a nine group comparison of industry/occupation (student,
manufacturing, banking or insurance, electronic information, government organization,
business trading, education, service, and others) were used to examine differences in
consumers' attitudes toward the sponsor, consumers' perceptions of sponsor-event fit,
sponsor's brand image and purchase intention. Where there were significant differences
(significant F-values), post hoc tests were conducted using the Tukey HSD to determine if
variances could be assumed to be equal, and the Games-Howell testing was also performed
if the the assumption of equal variance could not be justified.
As shown in Table 36, ANOVA results for consumers' attitudes toward the sponsor
revealed consumers' attitudes toward the sponsor showed no significant differences
(p2.05) according to age (F=.199,p=.939), monthly income (F=1.368,~=237),
educational level (F=l.103,p=.365), and industry/occupation (F=1.360, p=.2 15)

Table 36
ANOVA and Post Hoc Comparisons of Signijkant Dzfferences in Consumers 'Attitudes
Toward the Sponsor According to Age, Monthly Income, Education Level, and
Industry/Occupation
Variable
ATT
Post Hoc Comparisons
F
P
Tukey SHD
Mean
Age
.I99
.939
Under 2 1
3.67
21-30
3.90
31-40
3.93
41-50
3.83
Above 50
4.00
1.368
.237
Monthly income (NT$)
Below 5,000
3.71
5,001-15,000
3.76
15,001-25,000
3.85
25,001-35,000
4.08
35,001-45,000
3.96
Above 45,000
3.86
.356
Educational Level
1.103
Junior high or below
3.63
High school
4.02
Junior college
3.93
College
3.87
Graduate or above
3.40
Industry/Occupation
1.360
,215
Student
3.69
Manufacturing
3.94
Banking or insurance
4.09
Electronic information 3.8 1
Government org.
4.00
Business trading
4.26
Education
3.80
Service
3.84
others
3.92

As shown in Table 37, ANOVA results for consumers' perceptions of
sponsor-event fit showed no significant difference (p1.05) according to age (F=2.520,
p=.064), monthly income (F=2.183,p=.058), educational level (F=1.378,p=.242), and

Table 37

ANOVA and Post Hoc Comparisons of SigniJicantDifferences in Consumers' Perceptions
of Sponsor-Event Fit According to Age, Monthly Income, Education Level, and
Industry/Occupation
Variable
FIT
Post Hoc Comparisons
Mean
F
P
Tukey SHD
Age
2.521
.064
Under 21
21-30
31-40
41-50
Above 50
Monthly income (NT$)
Below 5,000
5,001-15,000
15,001-25,000
25,001-35,000
35,001-45,000
Above 45,000
Educational Level
Junior high or below
High school
Junior college
College
Graduate or above
Industry/Occupation
Student
Manufacturing
Banking or insurance
Electronic information
Government org.
Business trading
Education
Service
others

As shown in Table 38, ANOVA results for sponsor's brand image showed no
significant differences with regard to age (F=.383,p=.821), monthly income (F=.648,
p=.663), educational level (F=939,p=.442), and industry/occupation (F=452,p=.888).
Table 3 8
ANOVA and Post Hoc Comparisons of SigniJicant Differences in Sponsor's Brand Image
According to Age, Monthly Income, Education Level, and Industry/Occupation
Variable
BI
Post Hoc Comparisons
Mean
F
P
Tukey HSD
Age
.383
321
Under 21
4.00
21-30
3.74
31-40
3.86
41-50
3.89
Above 50
4.00
Monthly income (NT$)
.648
.663
Below 5,000
3.84
5,001-15,000
3.59
15,001-25,000
3.69
25,001-35,000
3.85
35,001-45,000
3.89
Above 45,000
3.91
Educational Level
.939
.442
Junior high or below
4.00
High school
3.98
Junior college
3.67
College
3.78
Graduate or above
3.60
Industry/Occupation
.452
.888
Student
3.73
Manufacturing
3.86
Banking or insurance
3.78
Electronic information
3.71
Government org.
4.00
Business trading
4.00
Education
3.80
Service
3.66
others
4.00

As shown in Table 39, ANOVA results for purchase intention revealed a
statistically significant difference between two levels of monthly income (5,001-15,000
and 35,001-45,000) on purchase intention (F=2.66,~=.023),and two educational levels
(high school and graduate school or above) with regard to purchase intention (F=3.191,
p=0.014). Post hoc Tukey HSD Tests indicated that the lower income group
(NT$5,001-15,000) and higher income group (NT$35,001-45,000) differed significantly
with regard to purchase intention @=.03, d=.81), and lower educational level group (high
school) and higher educational level group (graduate school or above) also differed
significantly with regard to purchase intention @=.015, d=.58).

Table 39
ANOVA and Post Hoc Comparisons of SigniJicantDifferences in Purchase Intention
According to Age, Monthly Income, Education Level, and Industry/Occupation
Variable
PI
Post Hoc Com~arisons
Mean
F
I)
Tukev HSD
-

Under 21
21-30
3 1-40
41-50
Above 50
Monthly income (NT$)
Below 5,000
5,001-15,000
15,001-25,000
25,001-35,000
35,001-45,000
Above 45,000
Educational Level
Junior high or below
High school
Junior college
College
Graduate or above
Industry/Occupation
Student
Manufacturing
Banking or insurance
Electronic information
Government org.
Business trading
Education
Service
others

Chapter Summary

This chapter reported results from testing the hypotheses developed in this study.
The first two hypotheses examined the influence of event attendees' attitude toward the
sponsor and sponsor-event fit on subjects' perceived sponsor's brand image. Results
supported both hypotheses, indicating that the response to a sponsor's brand image would
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be affected by attitudes which respondents held toward the sponsor and their perception of
sponsor-event fit. Hypotheses 3 - 6 tested the relationship between three variables and
purchase intention. Results found that the combination of variables (attitude toward
sponsor, sponsor-event fit and brand image) significantly predicted purchase intention by
event attendees. Results of Hypothesis 7 found a significant difference in sponsor's brand
image according to gender, lower income group (NT$5,001-15,000) and higher income
group (NT$35,001-45,000) differed significantly in purchase intention, and lower
educational level group (high school) and higher educational level group(graduate school
or above) also differed significantly in purchase intention.

CHAPTER 5

DISCUSSION

This chapter will discuss three areas. First, the results of the hypothesis testing will
be discussed in terms of the theoretical framework that was used to develop the hypotheses.
Second, implications of study's results will be discussed in terms of how marketers should
change their marketing strategy so marketers could benefit Erom the research findings.
Additionally, this section offers suggestions as to how the study's results could be utilized
in a firm's evaluation of sponsorships as well as to assist in the building of their corporate

brand image. Finally, this chapter will discuss research limitations and suggestions for
W r e research in the area of event sponsorship.
Interpretation

This section summarizes the study's results regarding relationships among and the
event attendees' attitude toward sponsor, sponsor-event fit, brand image acting as the
antecedent variables, purchase intention acting as an outcome variable in order to answer
five research hypotheses. After investigating interrelationships and correlation relations
between the main constructs, Hypothesis 1-7 were supported or partially supported by the
data (p<.05). These results are presented in Table 40.

Table 40
Summary ofHypothesis Testing Results
Hypotheses

H 1. Consumers' attitudes toward the sponsor is a significant

Results
Supported

explanatory variable of sponsor's brand image.
H 2. Consumers' perceptions of sponsor-event fit is a significant

Supported

explanatory variable of sponsor's brand image.
H 3. Consumers' attitudes toward the sponsor is a significant

Supported

explanatory variable of purchase intention.
H 4. Consumers' perception of sponsor-event fit is a significant

Supported

explanatory variable of purchase intention.

H 5. Sponsor's brand image is a significant explanatory variable of

Supported

purchase intention.
H 6. Consumers' attitudes toward the sponsor, consumers'

Supported

perceptions of sponsor-event fit, sponsor's brand image are
significant explanatory variables of purchase intent.
H 7. There are significant differences in consumers' attitudes toward
the sponsor, consumers' perceptions of sponsor-event fit,
sponsor's brand image and purchase intention for
socio-demographic characteristics.

Partially
Supported

Relationships between Consumers' Attitude toward the Sponsor and Sponsor's Brand
Image

Classical conditioning research studies have found that preexposure retarded the
development of a conditioned respondent. In terms of sponsorship, this implies that the
strength of prior attitudes or opinions that a respondent holds about the sponsor will
determine the extent to which the sponsorship is able to develop a response (Speed &
Thompson, 2000). Event attendees' attitudes toward the sponsor were measured in this
study as the element of their overall affective evaluation of the sponsor's brand image.
Sponsorship research studies have highlighted the importance of attitude toward the
sponsor in effective sponsorship (Javalgi et al. Comma 1994; Stipp & Schiavone, 1996).
This research suggested that sponsors who have a favorable image receive a more positive
response from respondents to their sponsorships than those who do not.
The findings of this hypothesis revealed that there is a positive correlation between
attitude toward the sponsor and brand image (~0.496,p=0.000).This finding supports
related concepts of brand image, brand image is the collection of all brand connection
nodes in consumer minds and attitudes (Levy & Gilek, 1973), brand images are what
consumers feel like (Bullmore, 1984). Rationally and sensationally, consumers base their
subjective perceptions of brand to interpret brand image (Bullmore, 1984). Additionally,
for consumers, brand image is the mixed outcome of the meaning of a brand, and the
collection of informational nodes that has had the connection with the memorized brand
node (Keller, 2003).
This finding is consistent with prior sponsorship work (Stipp & Schiavone, 1996)
that points out the value of a favorable predisposition toward the sponsor's brand. This

finding also supports that there is a rub-off or halo effect to corporate image from
associations of a sponsored activity (Meenaghan, 1983), and sponsorship will transfer
different image values to the sponsor (Meenaghan, 2002).
Relationships between Sponsor-Event Fit and Brand Image

Sponsor-event fit is a perception of congruence between the conditioned and
unconditioned stimuli and has a direct impact on the conditioned response (McDonald,
1991). Consumers are based on sponsor-event fit to judge the identity of an event sponsor.
Additionally, empirical studies (McDonald, 1991; Gwinner, 1997) suggested that
compared to an incongruent fit, a good congruent fit can generate more positive effects
between an event and sponsor, helping consumer attitude to transfer from event to sponsor.
Functional congruence has been shown to increase consumers' positive attitudes toward
the sponsor (Speed & Thompson, 2000), enhance sponsor recall (Johar & Pham, 1999),
facilitate consumer transfer image between sponsor and event (Gwinner & Eaton, 1999),
likeability of the sponsorship (Haley, 1996; Speed & Thompson, 2000), product
differentiation (Amis, Slack & Berrett, 1999), and increase market share (Chando,
Wansink & Laurent, 2000), whereas incongruent sponsorship slowed image transfer
(Meenaghan, 2001).
In this study, respondents who ranked sponsor-event fit high had a more positive
sponsor's brand image, giving support to Hypothesis 2. Respondents who ranked
sponsor-event fit high may have transferred favorable associations arising from the
congruence between sponsor and event to their evaluation of the sponsor's brand image.
These results indicated that sponsorship appears to be more effective at enhancing a firm's
brand image when the respondents that attend a sponsored event perceive a strong

congruence between the sponsor and sporting event. The results of this study also support
Speed and Thompson's (2000) study on sponsorship, which provided evidence of a
positive relationship between sponsor-event fit and consumers' favorability toward the
sponsor. Further, Gwinner and Eaton's (1999) study, also which also found congruence
between sponsor and event, supports consumers' ability to enhance image transfer from
event to sponsor.

Relationships between Consumers' Attitude Toward Sponsor and Purchase Intention
The concepts of attitude and behaviors are inexpungible and are linked to
persuasion in marketing research. Rodgers (2004) noted that attitudes are cognitive
evaluation in terms of several characteristics of the environment, while behaviors are
concrete and observable action regarding to those evaluative tendencies.
The attitudes of consumers can be a major factor in determining whether or not to
purchase the product (Biel, 1992). Studies in sponsorship have demonstrated the
efficiency of a sponsorship to influence purchase intention of auto racing fans (Cornwell,
Pruitt, & Van Ness, 2001), sports fans (Madrigal, 2000) and Olympic viewers (Crimmins
& Horn, 1996). Nevertheless, the influential effects of sponsorship on consumers'

purchase behaviors are not supported by all prior researchers (Hansen & Scotwin, 1995).
The results of this study indicate that consumers' attitude toward the sponsor had a
positive relationship with their purchase intention. This finding supports Stipp and
Schiavone's study (1996) that general attitudes toward the sponsor were also positively
associated with response to sponsorship. Further, this finding is also consistent with prior
research that concluded that a favorable tendency toward the sponsor (Javalgi et a1.,1994;
Stipp & Schiavon, 1996) and attitude toward sponsors could be raised as a result of

sponsorship (McKeon, 1993).
Relationships Between Sponsor-Event Fit and Purchase Intention

Pham and Johar (2001) noted that consumers who perceive fit or relatedness
between the sponsor and event generally have a more positive response to a sponsorship,
including sponsor recognition, image transfer, as well as adding financial value to the
brand and favorability toward the sponsor.
The results of this study indicated that there was a positive relationship between
sponsor-event fit and respondents' purchase intention. The results of this study also
indicated that respondents who ranked "sponsor-event fit" higher have increased levels of
purchase intention than those respondents who ranked "sponsor-event fit" lower. These
findings were also consistent with Pham and Johar's (2001) research which stated that
consumers who perceive fit between sponsor and event have a more favorable attitude
toward the sponsor and perceive the sponsor as being financially beneficial.
Relationships Between Brand image and Purchase Intention

Brand image is a set of associations of all brand connection nodes in consumers'
minds (Aaker, 1996). Sponsorship serves as a brand-building tool because of the
effectiveness of leveraging brand association (Keller, 1998). Abratte, Clayton, and Pitt
(1987) noted that sport sponsorship activities can create a unique association between the
sporting event and the sponsor's product. Sheth, Newman and Gross (199 1) suggested five
different values relating to consumers' purchase decision of a particular brand. They are
functional values, social value, emotional value, epistemic value, and conditional value.
The awareness and image of sponsors have impacts on all or some of these five values in
different ways (Pope, 1998).

The results of this study indicated that brand image had a positive correlation when
tested with the purchase intention of the sponsoring company. This finding was consistent
with Madrigal's (2000) study which concluded that a higher level of team identification
among attendees at a sporting event would result in positive intentions to purchase a
sponsor's product. Further, the finding was also consistent with Keller's (1993) benefits
resulting from high levels of brand awareness and positive brand image which will
ultimately increase the probability of brand choice.
Relationships Among Consumers' Attitudes Toward the Sponsor, Consumers'
Perceptions of Sponsor-Event Fit, Sponsor's Brand Image, and Purchase Intention

The results of this study revealed consumers' attitudes toward the sponsor,
consumers' perceptions of sponsor-event fit, sponsor's brand image were significant
explanatory factors of purchase intention. This finding supports Meenaghan's (2001)
research which stated that the prime factor that defines sponsorship from advertising was
the existence of goodwill. Such goodwill was driven by the appreciation of individuals
who were involved in that sponsorship activity, and provided the key for consumer's
affective response and related behaviors in terms of favoritism toward the sponsor,
sponsor's brand image, brand preference, and purchase intention. The results of this study
also support prior sponsorship research (Rifon et al., 2004) that points out the grater fit
between a brand and a cause was more effective in influencing consumer choice behavior
than was a lower fit.

There are Signifcant Differences in Consumers' Attitudes Toward the Sponsor,
Consumers' Perceptions of Sponsor-Event Fit, Sponsor's Brand Image and Purchase
Intention According to Socio-Demographic Characteristics

The finding showed that respondents with different genders have significant
different perceptions with sponsor's brand image. Females had more positive attitudes
toward sponsor's brand image. This finding does not support a prior sponsorship study
conducted by McDaniel and Mason (1999), that noted that male respondents had more
positive attitudes toward the brand in sponsorship than female respondent did. In fact,
males generally tend to indulge in the sports events and simultaneously have clear
recognitions of the sponsors' products and images. Therefore, when males choose to
watch a game, they usually have held positive perceptions of brand image of that sponsor
who supports that game.
It was found that the lower income group (NT$5,001-15,000) and higher income
group (NT$35,001-45,000) significantly differed regarding purchase intention. Higher
income respondents tended to have higher willingness to purchase the sponsor's product,
compared to lower income respondents. It can be inferred that people with higher income
have much more allocated money, which motivates their consumption desires. This
finding confirmed the proposition of Carrigan and Carrigan (1997) that high-income
situation played a role in generating positive purchase intention.
The result of this study showed there was a significant difference in purchase
intention for respondents with high school education and respondents with graduate
education. Respondents with high school education had higher level of purchase intention.
The finding was supported by Roth (1995). According to Roth (1995), people with higher

education seem to easily acquire more marketing information and then have higher
involvement in product information. Accordingly, they hold much more reasonable
consumption perceptions and make conservative purchase.
Practical Implications

The purpose of this study was to investigate the relationship between antecedent
variables such as attitude toward the sponsor sponsor-event fit, brand image and the
dependent variable such as purchase intention. The current study concludes that there are
positive relationships between above antecedent variables and the purchase intention
variable.
As traditional marketing communications vehicles such as advertising and sales
promotion present the challenge of approaching segmented consumers in the market,
corporate sponsorships have grown at a faster pace than traditional media advertising and
sales promotion. It is important for managers and marketers to understand the influence of
sports sponsorship and their target audience because financial requirements of sponsorship
events increase along with expectations of benefits toward the firm (Meenaghan, 1998).
This study assesses the impact of sports sponsorship on consumers by examining
how the perceived attitude toward the sponsor and sponsor-event fit affects consumer's
responses to the sponsor's brand image, how consumers' perception of sponsor and
sponsor-event fit influence purchase intention, and, finally, how a sponsor's brand image
affects purchase intention. The following paragraphs discuss the implications for
sponsorship managers and marketers that may arise from the findings of this study.
For sponsorship practitioners, it is important to understand that consumers who
perceive a sponsor and sports event linked together via sponsorship as being congruent and

have a positive attitude toward the sponsor tend to have more favorable cognitive and
affective responses to the sponsor's brand image. The findings of this study indicated that
event attendee's attitude toward sponsor and sponsor-event fit could be two elements of a
sponsor's brand image. Further, the results are consistent with several recent studies that
have found a relationship between sponsor-event fit and positive consumer response to
sponsorships (Gwinner & Eaton, 1999 ; Johar & Pham, 1999; Speed & Thompson, 2000).
Event sponsorships are considered to possess either functional fit or image related
fit (Gwinnwe & Eaton, 1999). Functional fit describes the thematic relatedness between a
sponsor and event. For example, if a sports shoe manufacturer is sponsoring the football
World Cup, functional similarity is high. Image related fit encompasses the attributes
associated with a sponsor and a sponsored event. For example, if a sponsored event which
is sponsored by a soft drink company focuses on jumping activities or extreme sport
competitions, the sponsoring soft drink usually will be seen as a drink which may prepare
drinkers for exaggerated action. In this way, the image fit between drink and sponsors is
high (Grohs et al., 2004).
By using the match-up hypothesis as an explanation of how consumers evaluate
sponsorships, it is conceivable that favorable consumer responses can be developed by
using either a sponsorship with a functional fit or image related fit. Perception of
sponsor-event fit may be formed using either or both of these dimensions as evaluative
criteria. In other words, a favorable sponsor-event fit can be achieved with either type of
sponsorship linkage. Therefore, sponsorship managers or marketers have to consider both
sponsorship linkages in the events they choose to sponsor. The perfect match between
sponsor and event can position the brand image into positive and impressible associations.

Consumers' cognitive and affective reactions are major implications in terms of
sports sponsorship effect measurement. Additionally, a unique association could be
created through sports sponsorship activities (Abratte, Clayton & Pitt, 1987). The
importance of image has been well recognized in consumer behavior research because
consumers usually use a heuristic decision process, including reliance upon a brand image,
for evaluative purposes (Pham & Johar, 2001). Furthermore, purchasing a particular brand
because the brand image is congruent with their own self-image allows consumers the
ability to express their personal identification (Graeff, 1996). The results of this study
indicate that a sponsor's brand image makes the brand a candidate for purchase.
Most sponsors would expect that a sports sponsorship activity could increase a
consumer's positive attitude toward the sponsor and enhance the sponsor's brand image.
~chievementof these objectives would intimate that a sports sponsorship activity was
successful in communicating with target audiences. Specifically, the results of this study
show that attitude toward the sponsor, sponsor-event congruence, and the sponsor's brand
image are important dimensions in explaining purchase intentions. Therefore, sports
marketing programs that consider of a sponsorship event should not only focus on
exposure issues such as brand awareness but also take into account factors what will
enhance the consumer's positive attitude toward the sponsor and create positive
associations with the sponsor's brand image.
Research Limitations

As with any research study, there are limitations of this study that must be
acknowledged and addressed. Specifically, five limitations must be mentioned: the
generalizability of the study's result to other populations, the use of real brands and events

to develop stimuli, market prominence, an explanation of the scope of perceived
sponsor-event fit in sponsorship, and culture issues of the sampling group.
The sampling framework consisted of Taiwanese baseball audiences located in and
near one city area to the South of Taiwan. The use of a sample from a population of one
area could raise concerns about generalizing the study's results to the general population.
A second limitation of the research is the decision to use real brands and sporting
events to develop sponsor and event combinations used as stimuli. One problem with
using real brands and events is that subjects could have reacted to measurement scales
based on the ability to remember information about a brand and/or an event. Additionally,
the subjects possibly did not base their responses on the stimuli encountered following the
survey instrument, subjects' responses may have been influenced by previous exposures
such as advertising, experience with the brand, or word-of mouth communications with
other people.
I

Third, according to a study by Johar and Pham (1999), consumers used the
heuristics of market prominence (e.g., market share, share of voice) to identify the sponsor
of an event. Consequently, sponsor identification may involve several biases toward
brands that are prominent in the marketplace (Johar & Pham, 1999). Another source of
bias might be the subjects' familiarity with the sponsor's (Uni-President) brand. Because it
is so well known and accepted in Taiwan, this might have a preconception on the
prevailing attitude toward the brand, apart from any other factors.
Fourth, the explanatory power of sponsor-event fit on consumer behaviors is
limited. Although the importance of a congruitybetween sponsor and event was evidenced
by the supports of several hypotheses in this study, Crimmins and Horn (1996) suggested

that the most important factor to sponsorship success is a sponsor's leveraging of the
sponsorship through collateral advertising and sales promotion. Additionally, investment
in things such as media advertising, product packaging, web site touting, and the presence
of other marketers engaged in similar marketing efforts can impact consumers' responses.
Finally, it is possible that subjects' responses to measurement scales were
influenced by the meaning of the scale items. Because the research questionnaire was
translated to the Chinese language and then translated back to English, some words may
have meant different terms to the respondents. As a result, audiences attending different
sports events may obtain different results of event sponsorship.
Future Research

In this section, suggestions of extending the current study and suggestions for
variations of the research design are made for future research.
For extensive research of consumer responses to sport sponsorship activities, the
ability of sponsorship to bring about attitude change should be investigated. This research
could be extended by comparing respondents' attitudes toward the sponsor both before and
after exposure to sponsorship stimuli. Second, the current research could be extended to
compare respondent's attitudes toward the sponsor before exposure to sponsorship stimuli
and after exposure. Third, examination of attitudes that might be influenced by
sponsorship activities could be extended into other event types and different subjects such
as internet users. Additionally, a related extension of this current study needs to make
comparisons about the effect of sport sponsorship on different geographies.
For variations of the research design used in the present study, there is the potential
to examine sponsorship response on other variables of interest such as event image and

brand personality linkage. Due to the limitation of the explanatorypower of sponsor-event
fit, the considerable scope to examine the congruity between sponsorhrand and event
should be organized. Furthermore, how a corporate sponsorship activity affects corporate
level variables, such as corporate social responsibility is another research topic in the
sponsorship field that might need to be addressed.
Chapter Summary

l k s chapter provided concluding comments on this study in three areas. First, the
findings of the hypothesis testing were discussed in terms of the theoretical framework that
framework that was utilized for development of the hypotheses. Second, implications of
the study's findings were discussed in terms of how managers were responsible for event
sponsorship activities could benefit from the research model and this study's findings.
Finally, the chapter provided a discussion of research limitations and suggestions for future
research in the area of event sponsorship.
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knowledge may be gained which may help understand the effects of corporate sponsorship.
FINANCIAL CONSIDERATIONS: There is no financial compensation for your participation in this
research. There are no costs to you as a result of your participation in this study.

ANONYMITY: This survey will be anonymous. You will not be identified, and data will be
reported as "group" responses. Participation in this survey is voluntary and return of the
completed survey will constitute your informed consent to participate.

RIGHT TO WITHDRAW: You are free to choose whether or not to participate in fhis study. There
will be no penalty or loss of benefits to which you are otherwise entitled if you choose not to participate.

CONTACTS FOR QUESTIONSIACCESS TO CONSENT FORM: Any further questions you have
about this study or your participation in it, either now or any time in the future, will be answered by
Cheng-C& Chiang (Principal Investigator) who may be reached at:
or
3and
Dr. Lisa Dandeo, faculty advisor, who may be reached at:
For any questions
regarding your rights as a research subject, you may call Dr. Farideh Farazmand, Chair of the Lynn
University Institutional Review Board for the Protection of Human Subjects, at
. If
any problems arise as a result of your participation in this study, please call the Principal Investigator
(Cheng-Che Chiang) and the faculty advisor (Dr. Lisa Dandeo) immediately.
A copy of thisansent form will be given to you.

INVESTIGATOR'S AFFIDAVIT: I have carefully explained to the subject the nature of the
above project. I hereby certify that to the best of my knowledge the person participating in this
project understands clearly the nature, demands, benefits, and risks involved in histher
participation. A medical problem or language or educational barrier has not precluded this
understanding.

7-7*

Date of lRB Approval: 10-03-2005

Appendix B
Authorization for Voluntary Consent (Chinese Version)

Lynn University

*A#RBHRE#k QR@Btt9MBS!

W%83

%a:

IRB
Florida, FL 3343 1

2005-039

Lynn University 3601 N. Military Trail Boca Raton,

$A %ZEEXR Lynn University Rf FB9&, 1E$iEGR%f%fk2$RSI%@2%
B , %m&@E*%%#a@EBo
kk-9#R%s%%39gm-@SzPBa7 E%@%
=
afl<&
4~+
& 4 p ~ l f t ~ %a! 1-t0 3

@Ib7BHm%A:fffl%-$BItt;9@R%$REmb7Z, %b%WR%E%Zg(%&t

3:

)SjiltkR%2%S%E!Dr. Dandeo (%&%3:1 H?$, fffllHRfjS.ltkW%29S@~WB
, E%PEE%
Lynn University IRB %I%
Dr. Farazmand (%,%%
), ~ % ~ @ @ ~ T d F 3 ? E i ~ Z ? l f f, f l ~ i @
BBiZR%E%Z$?URW%%S%EDr. Dandeo, bk9k , %%@Z!lJtt;-HSS2E4
$0

rn%U&RR&o
IRB Approval %;@ fgj:
s

10-03-05

,

Appendix C
Suwey Instrument

Dear participant,
This questionnaire is aimed at examining your attitudes on sport sponsorship, brand
image and purchase intention. Uni-President Enterprise Corp is indicated as the sport
sponsor in this study.

Are you aware that Uni-President Lion Professional Baseball Team is sponsored by
Uni-President Enterprise, Corp.
Yes.

Please complete Part I and Part I1 of this survey.

No.

Please return this survey directly to the researcher.

Part I.
Please mark a check "4"in the boxes that describe your demographic characteristics.

Gender :
Age :

Male

17 Female

Below 21

21-30

Monthly Income (NT%):

31-40
Below 5000

25001-35000
Educational Level :

41-50

Above SO

5001-15000

15001-25000

35001-45000

Above 45000

Junior high school or below [7 High school
College

Graduate school or above
130

Junior college

Indnstry/Occupation:

Student

Manufacturing

Electronic information
Business trading

Banking or insurance

Government organization

Education

Service

Others

Part 11.
Please indicate yonr level of agreement (where 1= strongly disagree to 5= strongly agree)
that you believes best represents yonr perceptions of each statement.

Category 1- Attitudes toward the Sponsor

Strongly

Somewhat

Disagree

Disagree

Agree

Strongly

Strongly
Agree
Agree

1

2

1. I think Uni-President is a good company

3

4

17

17

0 .

4. I think that Uni-President has good business practices.

5. The main reason Uni-President is involved in the
event is because the sponsor believes the event
deserves support.

[7

6. Uni-President would be likely to have the best
interests of the sport at heart.

7. Uni-President would probably support the event even
if it had a much lower profile.

17

8. Uni-President sponsors many different sports.

9. I feel it is common to see Uni-President sponsor sports
events.

10. I expect Uni-President to sponsor major events.

[7

17

5

17

2. I like the Uni-President company.
3. I think that Uni-President makes good products.

Very

I7

Category 2 - Sponsor-Event Fit

Strongly

Somewhat

Disagree

Disagree

1

2

Agree

3

Strongly
Agree

Very
Strongly

4

Agree

5

11. There is a logical connection between the Lions
baseball team and Uni-President.

(7

12. The image of the Lions baseball team and the image
of Uni-President are similar.

(7

I7

13. Uni-President and the Lions baseball team fit
together well.

I7
I7

14. It makes sense to me that Uni-President sponsors this
event.

Category 3 - Brand Image
15. Uni-President brand exhibits good value for the
money.
16. I have a clear image of the type of person who would
buy Uni-President products.

(7

17. I trust the Uni-President brand.
18. The quality of Uni-President brand is different from
the quality of competing brands.

Category 4- Purchase Intention
19. The Lions team sponsorship makes me want more
information about Uni-President products.
20. The Lions team sponsorship makes me interested in
Uni-President products.

I7

21. The Lions team sponsorship would make me likely to
purchase Uni-President products.
Note. Question 1 to 14 from "Determinants of Sports Sponsorship response," by R. Speed and P. Thompson, 2000, Academy of
Marketing Science, 28(2), p. 231-232. Copyright 2000 by Sage Publications, Inc.. Reprinted with permission of the authors. Question
15 to 18 from "Measuring Brand Equity Across Products and Markets," by D. Aaker, 1996, California Management Review, 38(3), p.
124. Copyright 1996 by University of California, Walter A. Hass School of Business. Reprinted with permission of the author.
Question 19 to 21 from "The Effects of Sponsor Relevance on Consumer Reactions to Internet Sponsorships," by S. Rodgers, 2004,

Journal ofAdvertising, 32(4), p.69. Copyright 2004 by American Academy of Advertising. Reprinted with permission of the author.
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Appendix E

IRB Approval

Lynn University

Principal Investigator: Cheng-Che Chiang
Project Title: Attitudes toward the Sponsor, Perception of Sponsor-Event Fit, Brand
Image and Purchase Intention

IRB Project Number 2005-039 :
APPLICATION AND PROTOCOL FOR REVIEW OF RESEARCH INVOLVING HUMAN
SUBJECTS OF A NEW PROJECT: Request for Exempt Status -Expedited ReviewConvened Full-Board X
IRB ACTION by the CONVENCED FULL BOARD
Date of IRB of application and Research Protocol 10/03/05
IRB ACTION: Approved X Approved w/provision(s)
Not Approved- Other-

-

COMMENTS
Consent Required: No - Yes X Not Applicable - Written
Signed X
Consent forms must bear the research protocol expiration date of 10103106
Application to ContinueRenew including an update consent, is due:
For a Convened Full-Board Review, two month prior to the due date for renewal X
(1)
For an Expedited IRB Review, one month prior to the due date for renewal(2)
For review of research with exempt status, one month prior to the due date for
(3)
renewal -

-

Other Comments:
Name of IRB Chair (Print) Farideh Farazmand
S i p t u r e of IRB Chair

Date: 10/03/05

Cc. Dr. Dandeo

Institutional Review Board for the Protection of Human Subjects
Lynn University
3601 N. Military Trail Boca Raton, Florida 3343 1

Appendix F
Permission Letters from Developers of Instruments

Subject.

RE: perrnlsslon for uslng scale

Date:

Mon, 11 Jul 2005 22:11:06 -0700

From:

"Dav~dAaker"

To:

"ChengChe"

You do not need permission just provide an acknowledgement of the source in the text or a
footnote. Good luck. DA
-----Original Message----From: ChengChe [maiIto:t
]
Sent: Monday, July 11, 2005 9:19 PM
To: David Aaker (EDU)
Subject: permission for using scale
Dr. Aaker
I am a doctoral student at Lynn University doing my dissertation on the relationship
among sponsorship, brand image and purchase intention. Your article of i §Measuring
brand equity across products and marketsi" (1996) has been very helpful to me and
actually served as concept for my dissertation. At this point I am thinking of using some
of your scale items from that article to measure brand image. If I do, what form of
permission request would you preferiKe-mail or formal letter? Also, could you suggest
some other potential sources for scale items for measuring brand equity? I believe Ii ive
done a pretty good literature review but Iilve found very few brand equity and purchase
intention scales. I would really appreciate any suggestions on this you can offer. Thanks
Best Regard
Cheng-Che Chiang
Lynn University Ph. D student

From:

"Shelly Rodgers"

To:

"'ChengChe"'

Subject:

RE: scale uslng permission

Date:

Sat, 25 l u n 2005 08:23:22 -0500

~,edu~

Hello Cheng-Che,
Thanks for your email and your interest in my research. Your dissertation sounds really interesting. Feel free to use
whatever you like from the JA article and just simply cite me (no need to get formal approval). Thanks so much for
checking, though!
As for other purchase intention scales, it depends on what you're after. As noted in the JA article, the linkage (sponso~
and sponsee) and context are the crucial factors in the context of the Internet. In my study, I conceptualized the linkage
between the sponsor's product and the section of the e-newspaper with the overall context being the e-newspaper. You
can imagine that if we changed the context (say we house the sponsorship in an entertainment site or a blog), the findings
would likely change (of course, we'd have to test that out to be sure).
The point is that whatever scale is used to measure purchase intentions would naturally follow from the manner in which
these concepts are, firstly, conceptualized and, secondly, operationalized. For my study, the context was an information
(news) site. Therefore, I included scale items that measured intent to request information (part of purchase intent) as well
as other items.
If you could glve me more specifics, I could probably recommend a couple of additional purchase intent scales. Good
luck with your research!
Dr. Rodgers

-----Original Message----From: ChengChe [maiIto
Sent: Friday, June 24, 2005 11:58 PM
To:
u
Subject: scale using permission

]

Dr. Rodgers

I a m a doctoral student at Lynn University doing my dissertation o n the relationship between sponsorship
and purchase intention. Y o u r article o f i§The effects o f sponsor relevance o n consumer reactions t o Internet
sponsorshipsi" has been v e r y helpful t o m e and actually served as concept f o r my dissertation. At this p o i n t

Ia m thinking o f using some o f your scale items f r o m that article t o measure purchase intention. If Ido,
what f o r m o f permission request w o u l d y o u preferiKe-mail o r formal letter? Also, could y o u suggest some
other potential sources f o r scale items f o r measuring sponsorship? Ibelieve I i l v e done a pretty g o o d
literature review but I i l v e found v e r y f e w sponsorship and purchase intention scales. Iw o u l d really
appreciate any suggestions o n this y o u can offer. Thanks
Best Regard
Cheng-Che Chiang

Lynn University Ph. D student

Subject:

RE: perrnlsslon t o use the scale

Date:

Tue, 7 Jun 2005 15:45:31 +I000

From:

"Rlchard Speed" <

To:

"ChengChe"

It's published and so you are free to use it as you will within academic good practice. Good luck.
You might want to check out Bettina Cornwell's work - She's an empirical sponsorship person.
Richard Speed
Associate Dean for Faculty Resources &
ANZ Professor of Marketing Strategy
Melbourne Business School
University of Melbourne
200 Leicester Street
Carlton 3053
Victoria
P+

htt~:llwww.mbs.edulmarketinq

-----Original Message----From: ChengChe [mailto:
]
Sent: Tuesday, 7 June 2005 2:59 PM
To: Richard Speed
Subjed: permission to use the scale
Dr. Speed & Dr. Thompson
I am a doctoral student at Lynn University doing my dissertation on the relationship
between sponsorship and purchase intention. Your article of i §Determinants of sports
sponsorship responsei" has been very helphl to me and actually served as concept for my
dissertation. At this point I am thinking of using some of your scale items from that
article to measure brand equity. If I do, what form of permission request would you
preferiKe-mail or formal letter? Also, could you suggest some other potential sources for
scale items for measuring sponsorship? I believe Ii Ive done a pretty good literature
review but Ii lve found very few sponsorship and purchase intention scales. I would really
appreciate any suggestions on this you can offer. Thanks
Best Regard
Cheng-Che Chiang
Lynn University Ph. D student

